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Rough Proofs 


Retailers, union leaders and 
others are fighting the price cuts so 
aggressively advertised by the tire 
manufacturers. Everybody is mad 
except the customers. 


i foe 


Inspirational talks and mystery 
yarns will be the radio fare offered 
by Fleischmann’s Yeast as a sub- 
stitute for Rudy Vallee. Rudy is 
probably flattered because they 
haven’t auditioned any trained 
seals. 
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“We love our daddy’s ice cream,” 
say the attractive children of 
Howard Johnson in poster advertis- 
ing in New England. This is one 
case where commercial enterprise 
is happily joined with paternal 
pride. 
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In spite of war moves, they’re still 
shipping lots of Sunkist oranges 
and lemons to European ports, an- 
nounces the California exchange. 
Maybe they’re to be used as reserve 
ammunition. 
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Newspaper suspensions must 
leave some of the more aggressive 
union dictators wondering if per- 
haps they weren’t a bit too hasty 
in killing the goose that laid such 
beautiful golden eggs. 
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Caterpillar Tractor wrote “In Me- 
moriam” over a lot of hackneyed 
letter-writing phrases, perhaps for- 
getting that the author of that poem 
also fathered “The Brook.” 
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Gladys the beautiful receptionist 
says the bee keepers have signed a 
marketing agreement and she 
wonders if this is to protect all 
those presidential candidates. 
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The air conditioning division of 
General Electric is promoting a 
dummy named Raucous Rollo. He’s 
said to be holding back his best 
stuff until he finds out if he gets a 
Dorothy Lamour. 
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N. T. G.’s Congress of Beauty at 
the New York world’s fair is re- 
ported to have folded because of 
lack of cash. Even the government 
experts in Washington can’t always 
tell when Congress will adjourn. 
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Preston Mack points out that 
those newspaper doctors who yearn 
for the good old days when soap 
was produced on the kitchen stove 
would never get any closer to the 
stove than their typewriters. 
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A doctor of medicine who tries to 
talk about the chemistry of soap 
sticks his neck out almost as far as 
an editorial writer who endeavors 

predict what der Fuehrer will do 
next. 
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[t seems that the Federal Trade 
Commission is bowing out of the 
liquor advertising situation in favor 
a the FAA. Their comments from 
here on will be strictly as con- 
umers. 
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The advertising in this issue of 
ADVERTISING AGE carries the seal of | 
‘pproval of everybody in the ad-| 
vertising department, including the 


fice boy. 


Copy Cus. 


START OF ADVERTISING SCOOP 


H. V. Kaltenborn (center) received a warm sendoff when he left these shores for 


a quick look at the European cauldron. Others in the picture are: Lou Dunham, 
Pure Oil Company; F. H. Marling, advertising manager; Mrs. Kaltenborn; and 
P. C. Harper, Leo Burnett Company, the agency. (Story on Page 7.) 


Philip Morris in Familiar Cosmetic 
, . Nomenclature 
Smashing Drive for Barred from Label 


Many statements which have be- 
come almost standard nomenclature 
in cosmetic advertising have been 


Additional Volume 


H 4 .| specifically barred from labels by 
Price Reduction Pro | the Federal Food and Drug Admin- 
claimed in Full - Page istration under the new Food, Drug 

‘and Cosmetic Act. The Admin- 


Newspaper Space 


| istration said: 

“The extent to which the use of 
such claims which may be regarded 
as false and misleading prevails 
suggests the propriety of a general 
notice to the trade tc encourage 
appropriate label revision. It is, of 
course, not practicable to list all the 
claims that may be unwarranted; 
the following, however, are typical 
examples of some that are regarded 
as false or misleading: 


Cites Examples 


“Contour cream,  crow’s - foot 
cream, deep pore cleanser, depila- 
tories for permanent removal of 
hair, products represented as depila- 
tories but which merely bleach the 
hair, eyelash grower, eye wrinkle 
cream, hair color restorer, hair 
grower, hair restorer, nail grower, 
nonallergic products, peroxide 
cream, rejuvenating cream., etc., 
scalp food, circulating cream, en- 
larged pore preparations, hair re- 
vitalizing preparations, muscle oil, 
nourishing cream, pore paste, skin 


New York, Aug. 31.—Philip Mor- 
ris & Co., Ltd., Inc., this week made 
its most aggressive bid for a more 
commanding place among the lead- 
ers of the cigarette world when it 
broke large space copy in more than 
100 newspapers in New York State 
to announce a one-cent per package 
reduction on Philip Morris cigar- 
ettes, bringing its price in line with 
that of the other four leading 
brands. 

The tobacco company’s step coin- 
cided with similar action by Liggett 
& Meyers Tobacco Company on 
Fatima and American Tobacco 
Company on Herbert Tareyton cig- 
arettes. American Cigarette & 
Cigar Company and P. Lorillard 
Company immediately followed 
with the same adjustment on Pall 
Malls and Deities. Only Fatima 
was reduced on a national basis, 
the other cigarette companies limit- 
ing their new prices to New York 
State and a few other areas where 


the tax situation constitutes a prob- | conditioner, skin firm, skin food, 
lem. _|skin texture preparations, skin 
In all cases the one-cent cut is/tonic, stimulating cream, _ tissue 


absorbed by the producers, thus 
reducing the wholesale cost to 
approximately the same level quoted 
for best selling brands. 


Look to Sales Rise 


Executives at Philip Morris were 
jubilant over the sales possibilities 
arising from the reduction, as far 
as their own cigarette is concerned. 
W. E. Liebetrau, vice-president, told 
ADVERTISING AGE that the company’s 
“tax adjustment plan,” as the one- 
cent reduction is called, has already 
resulted in highly satisfactory sales 
increases in the half-dozen states 
where it has been in operation. The 
extension of the plan to New York 

(Continued on Page 5) 


cream, wrinkle eradicator, cosmetics 
(Continued on Page 24) 


Last 


elected chairman of the group. 


major cities this fall, it was learned 


DIRECTORY OF FEATURES 


the agency. 


=| may win it national exploitation, it was added. 


Advertisers Scan War Zone 


for Domestic Repercussions 


Royal Merchandises 
Typewriter as a 
‘Home Appliance’ 


Seeks New Term to 
Replace ‘Portable’; Big 
Fall Drive Set 


(Picture on Page 27) 


New York, Aug. 30.—The intro- 
duction of its first new model port- 
able in several years and the pro- 
motion of the machine as a home 
appliance will mark an augmented 
fall campaign of Royal Typewriter 
Company, W. H. Beckwith, adver- 
tising manager, revealed today. 

The home appliance theme re- 
volves around a $10,000 prize con- 
test, in which Royal is asking for 
names for its new instrument to 
replace the word “portable.” A first 
prize of $2,500 in cash is offered for 
the best name submitted, with 150 
additional awards of $50 purchase 
certificates. Contestants must obtain 
entry blanks from dealers. 

To announce the epntest and de- 
sevibe its new model, Koyaj will 
use page space in Collier’s, Life, 
The Saturday Evening Post and 
Scholastic, starting in September 
issues. High point of the schedule 
is a full page, four-color insertion 
in The American Weekly. In addi- 
tion, during the period of the con- 
test, Sept. 17-Oct. 17, more than 300 
daily newspapers will carry the 
Royal copy. This extensive program 
is being presented to Royal retail- 
ers throughout the country at dealer 
meetings scheduled for the next two 
weeks. 
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“Portable” Is Passe 


According to Mr. Beckwith, 
Royal’s merchandising of the new 
machine as an object for the home 
is based on the apparently popular 
belief that a portable is merely a 
lightweight substitute for a standard 
model, but the construction and new 
features of the Royal, he declared, 
take it out of this category. 

“This new home-sized 

(Continued on Page 26) 


type- 


Minute News Flashes 
Coffee Bureau to Extend Drive 


New York, Sept. 1—The Associated Coffee Industries of America 
adopted a resolution at the closing session of its convention here urging 
extension of its current campaign on a five-year $575,000 basis. 
rhierbach, president of Jones & Thierbach Company, San Francisco, was 
(Earlier convention story on Page 10.) 


“No Candy” Theme Heads Pebeco Plans 

New York, Sept. 1.—wWith preliminary results of copy tests favoring 
promotion of Pebeco tooth paste as “not a candy dentifrice,” Lehn & 
Fink Products Corporation plans use of this theme in newspapers of six 


George 


today. Further success of this copy 
Lennen & Mitchell is 


has appointed Charles Daniel Frey Company, Chicago, as 
Donald S. Kennedy is account executive. 


Maga- 
will be used in the 1940 campaign. 


Ad-libbing '2 Coopers Account Returns to Frey 

Basic Business Index 24 | Kenosha, Wis., Sept. 1—Coopers, Inc., manufacturer of Jockey Un- 
Coming Conventions 18 derwear, 

Editorials 12 advertising counsel. 

Getting Personal 20 zines, newspapers and trade papers 

Information for Advertisers 12| Frey formerly handled Coopers advertising. 

Obituaries 23 

Photographic Review 27, Dumont Names Buchanan Agency 

Promotion Review 23 Passaic, N. J., Sept 1.—Allen B. 


of television equipment, has 


Buchanan & Co., New York 


Rough Proofs 1 
Voice of the Advertiser 


placed 


Dumont Laboratories, manufacturer 


its advertising account with 


Consensus Is That U. S. 
Schedules Will Be Un- 
affected by Conflict 


New York, Sept. 1.—With Eu- 
rope’s armies on the march, adver- 
tising observers this week anxiously 
scanned the horizon in an attempt 
to detect any clues that might give 
an inkling of the effect of the conflict 
on American business as a whole 
and consequently on merchandising 
activities. 

The consensus, as gathered here 
this week by ADVERTISING AGE, was 
that the outbreak of hostilities would 
stimulate at least a modest business 
upturn with a proportionate rise in 
advertising expenditures, although 
expressions ranged from the belief 
that a boom comparable to that of 
1914-1917 might result, to the con- 
viction that war abroad will make 
little difference to U. S. business. 

John Benson, president of the 
American Association of Advertis- 
ing Agencies, said that the improve- 
ment in general business and in 
advertising in the event of a general 
war would not match that of the 
world war period. He pointed out 
that wages rose abnormally then, 
due in part to a labor shortage. To- 
day wages are already on a high 


tevel and-there is 2 -vast. backlog-ef—~e. 5° 


unemployment. 


Crises No Novelty 


Should there be a war involving 
this country, the Four A’s executive 
remarked, with War Department 
restrictions on fuel, manpower and 
raw materials, there would un- 
doubtedly be some curtailment of 
advertising by the heavy industries 
most directly affected. Most com- 
panies in this classification, how- 
ever, are not large users of adver- 
tising. 

George S. McMillan, secretary of 
the Association of National Adver- 
tisers, declared that most advertis- 
ers are not greatly disturbed. They 
have gone through crisis after crisis 
over a period of years, he said, and 
American business is prepared to 
withstand the shock of war in Eu- 
rope, without curtailing budgets. 
His attitude was that most com- 
panies are enjoying satisfactory 

(Continued on Page 6) 


Nor'way First 
to Warn Drivers 
of Jack Frost 


New York, Aug. 31.—Nor’way 
anti-freeze will probably be the 
first in its field to warn the motor- 
ist of impending cold snaps. Com- 
mercial Solvents Corporation an- 
nounced today that its fall 
campaign will begin in September 
issues of Collier’s, Life and The 
Saturday Evening Post, with news- 
papers and radio getting copy a bit 
later. 

Key stations from coast to coast 
have been selected to acquaint ra- 
dio audiences of the virtues of 
Nor’way anti-freeze, while news- 
papers will be used in selected 
markets. 

Nor’way dealers are now being 
equipped with service tools for the 
correct installation of Nor’way 
“Reliable Service” anti-freeze, a 
phrase to be reiterated in all ad- 
vertising. Maxon, Ince., is the 
agency. 
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General Mills 
Takes Bulk of Pro 


Gridiron Broadcast 


Minneapolis, Aug. 30.—General 
Mills, Inc., for several years a lead- 
ing sponsor of professional baseball 
games, will extend its activity again 
to pro football this fall by airing 
games of seven out of the eight 
teams of the National Football 
League. The company experi- 
mented with this sport last fall but 
only in Chicago. As in the case of 
General Mills baseball broadcasts, 
Wheaties will be the featured prod- 
uct. 

Lone exception to the dominance 
of the cereal company will be games 
of the Green Bay Packers, which 
will be sponsored over Station 
WTMJ, Milwaukee, by Wadhams 
Division of Socony-Vacuum Oil 
Company. Socony is a co-sponsor 
with General Mills of big league 
baseball in New York and Brook- 
lyn, and is active in airing college 
grid games. Scott-Telander, Milwau- 
kee, is the Wadhams agency. Knox 
Reeves Advertising is handling the 
Wheaties arrangements. 

Nine stations will carry the games 
of the seven teams whose games 
will be aired by General Mills. 


Games of the New York Giants and | 


the Brooklyn Dodgers will be heard 
over Stations WOR and WHN, both 
of which are now carrying Wheaties 
baseball broadcasts. Games of the 
Chicago Bears will be broadcast by 
Stations WIND and WJJD. 

Station KDKA will air the activi- 
ties of the Pittsburgh Pirates; Sta- 


tion WCAU, the Philadelphia 
Eagles; Station WJR, the Detroit 
Lions; WGAR, the Cleveland Rams, 
and Stations WOL and WFMD, 
Frederick, Md., the Washington 
Redskins. 

Steel Products 


to Ralph Heineman 


Steel Products Mfg. Company, 
St. Louis, has appointed Ralph 
Heineman Advertising, Chicago, as 
its agency. R. K. Jorgensen is 
account executive. 

Good Housekeeping and Better 
Homes and Gardens will be used 
for the company’s Swing-a-Way can 
opener. 


Graphic Arts Exposition 
Has 200 Exhibitors 


Two hundred exhibitors will be 
represented at the Fifth Educational 
Graphic Arts Exposition at the 
Grand Central Palace, New York, 
Sept. 25-Oct. 7. 


LOW COST ACCURACY 


DRIVING A 
TRUCK SURE /S 
TOUGH ONA 


WHY GAMBLE OWA 

WATCH YOU NEVER 
HEARD OF -WHEN A 

REAL Ingorso@ 
COSTS ONLY $100 


M* KE SURE of « 
money — insist on # gen 


errsoll watch Ne 
f 


e We tch that Made the 
us.” Ingersoll Weter bu: 

Company "Wanatny Connecticut 
arqpapteqreeraigennher-wndl_ Xt 
ay or tan teather strap 
frnash case with mmc ‘ navi o 
Unbdee: chabie rystal Has « second hand 
Other tngereel Pocket cad Ww Warwher we 5905 


INGERSOLL 
BUCK 510° 
Trim, sturdy wicke! 


In its fall campaign Ingersoll will resume 

emphasis on its famous slogan: "The 

Watch That Made the Dollar Famous.” 

The Buck pocket watch will be the center 

of the company's new promotion in a 
variety of media. 


WE HAVE Note A-itomibtler- 


THAN ANY 


Picture an area so prosperous that seven out of 
ten families are automobile owners . . 
there is one passenger car to every 3.2 persons 
(the national average is 5.5) .. 
are over three times as many registrations as 


New York City, a million more than the com- 


bined registrations of the three 


more than any single state in the Union. That 


THE GREAT 


STATE 


. where 


. where there 


largest cities, 


STATIONS 


GOODWILL. “STATION 


ENS ll 


hse STATIONS . COLUMBIA BROADCASTING SYSTEM * EDWARD PETRY & amen. INC. MATIOWAL SALES ee 


is a flash view of the 


IN THE UNION 


“Golden Horseshoe,”’ 


the market blanketed by WJR and WGAR. 

You may sell automobiles. You may not. 
But the auto owner rates high among the 
buyers of almost every product. And this vast 
army of them can be sold, quickly and eco- 
nomically too, through the “Great Stations of 
the Great Lakes’ 


. WJR and WGAR. 


GREAT LAKES 


Ingersoll Watch 
Resumes Its Famous 
Dollar Slogan 


Separate Copy Slated 
for Farm, Juvenile, 
General Audiences 


Waterbury, Conn., Aug. 29.—Re- 
viving a famous slogan that has 
been absent from its recent adver- 
tising campaigns, Ingersoll - Water- 
bury Company next week will 
launch one of its most ambitious 
drives based on the theme: “The 
watch that made the dollar famous.” 
Higher priced models have been re- 
ceiving most of the company’s at- 
tention in consumer advertising. 

The Ingersoll Buck pocket watch 
will be starred in fall copy, but the 
Dollar alarm and the Swagger wrist 
watch, at $2.39, will also be pro- 
moted. The remainder of the In- 
gersoll line, ranging in price up to 
$3.95, will be mentioned but sub- 
ordinated in the advertisements. 

Addressing its message to clearly 
defined audiences, Ingersoll has 
split up its drive into three separate 
sections. There will be a direct ap- 
peal to farmers through such pub- 
lications as Farm Journal and 
Farmer’s Wife and Successful 
Farming. The general market will 
be approached by regular insertions 
in The American Weekly, This 
Week and rotogravure sections of 
newspapers in principal cities. 

Copy tailored to the juvenile field 
will appear in Puck — The Comic 
Weekly, comic magazines and a list 
of boys’ publications. For Christmas 
Ingersoll will use comic and boys’ 
periodicals to promote the Mickey 
Mouse wrist watch, retailing at 
$2.95 and the Donald Duck-Mickey 
Mouse pocket watch, priced at $1. 


Conversational Copy 


The new advertisements will have 
a family resemblance as far as lay- 
out and illustrations are concerned. 
Line drawings of two people discus- 
sing a “watch situation,” with one 
of them recommending the Ingersoll 
will be used throughout the series. 
Typical of this simple, direct style 
is an insertion slated for farm 
papers, in which one figure states: 
“Riding a tractor sure is tough on a 
watch—this one can’t take it!” 
“Why gamble on a watch you never 
heard of—a real Ingersoll costs only 
$1.00,” is the response of his friend. 

Body text reminiscent of former 
Ingersoll campaigns, declares: “In- 
sist on a genuine Ingersoll and make 
sure of the same big value that 
made Ingersoll known the world 
over as ‘The watch that made the 
dollar famous.’” The old slogan is 
fortified with a new one: “A $ 
never bought a better watch,” with 
the price expressed with the dollar 
sign. To dispel doubts that a jewel- 
less watch can be accurate, some 
copy includes a box calling atten- 
tion to the fact that “the electric 
eye and other exclusive Ingersoll 
testing devices’ are employed to 
assure accuracy and dependability. 

The campaign is the first placed 
for the watch concern by its new 
agency, Charles W. Hoyt Company, 
New York. 


Woodward Adds 
Five Accounts 


H. E. Woodward, Adams, N. Y., 
Eastern representative of Guen- 
ther-Bradford & Co., Chicago, is 
now placing the following ac- 
counts: 

Frederick Godfrey Company, 
Heather Company and _ Galen 
Gough Institute, Adams, N. Y.; 
National Poultry Institute, Adams 
Center, N. Y.; and Foot Needs, Inc., 
Watertown, N. Y. 


Wins Gude Award 


L. I. Tucker, General Outdoor 
Advertising Company, Indianapolis, 
has been awarded first prize of 
$300, given by O. J. Gude Trophy 
Fund Committee of Award for ex- 
cellence and originality of ideas 
applicable to the outdoor advertis- 
ing industry. 


Coast Rebels 
Against Scale 


for Transcriptions 


Chicago, Aug. 31.—With the Los 
Angeles delegation refusing to allow 
the national organization to dictate 
transcription scales in that city, the 
American Federation of Radio Ar- 
tists is confronted with the problem 
of instituting a national scale with 
one of the most important produc- 
tion centers determined to retain 
the status quo. 

The transcription pay problem 
caused many late gatherings during 
the second convention of the AFRA 
which ended Sunday. While the 
Los Angeles representation was out- 
voted, it insists that the present 
somewhat disorganized system is 
better than a scale which would 
tend to discourage use of transcrip- 
tions. 

The Los Angeles branch of AFRA 
is the second largest in the organi- 
zation. It was entitled to 50 dele- 
gates to the convention, exceeded 
only by New York, with 63. Chi- 
cago’s quota was 24. 

The scale recommended by the 
majority vote is said to conform 
with that in vogue among the net- 
works. 


License Plates 
Again to Exploit 
New York Fair 


Albany, N. Y., Aug. 31.— Next 
year’s New York automobile plates 
will carry the inscription, “New 
York World’s Fair, 1940,” even if 
the exposition closes its doors for 
all time before another year has 
rolled around. This information 
was brought here by Joseph H. 
Brophy, warden of Auburn Prison, 
where the plates are made. 

Warden Brophy is acting under 
provisions of the Dunnigan bill, 
providing for renewed use of license 
plates “upon statement in writing 
by the Fair Corporation that the 
World’s Fair shall continue during 
1940.” The bill was passed by the 
legislature and signed by Gov. Her- 
bert H. Lehman. The warden also 
says that he has the required state- 
ment from the fair officials. 

When the legislature acted, gen- 
eral opinion was that the fair 
would be repeated in 1940. With 
attendance far below the antici- 
pated figure, considerable doubt 
now exists on that score. 


Lorenzen Adds Two 


J. I. Marsh, with Crowell-Collier 
Publishing Company for the past 
ten years, and William A. Diehl, 
formerly with the Chicago office of 
Reynolds Fitzgerald, have joined 
the Chicago staff of Lorenzen & 
Thompson, publishers’ representa- 
tive. 


Magazine Made Larger 
Beginning with the September 
issue, the size of For People Every- 


where, New York, will be increased 
to 10% by 13% inches. 


A Great Home Market 


Home ownership in the Nebraske 
and Southwestern lowa market ex’ 
ceeds the national average 13% 
(1930 census). 


Nothing else gives a community 
such stability as does home owner- 


ship. It whets the desire for the 
best of possessions—for “a man's 
home is his castle." Needs non- 


existent to renters become urgent 
to the home owner. 

The great Nebraska - Southwestern 
lowa market of home owners is 
largely influenced by advertising in 
the one newspaper that covers it— 


. ee ee ee 


World-Herald 


Nationa! Representatives: O'Mere & Ormsbeo. lee 
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Cooperating with Cooperatives 


Production of crops is but half the farmer’s battle of 


making a profit. Marketing is the other half. 


ITH some pride The Farmer-Stockman 
points to its record with farm cooperatives. 
Prior to 1920 we talked and wrote of co- 
operation as a principle which we thought farm- 
ers ought to adopt and use. In 1920 we began 
work at the job. 

In that year, the result of long months 
of work on the part of The Farmer-Stockman 
staff, the first cotton co-operative in the United 
States was set up in Oklahoma. The move 
spread rapidly through the south. 


| HE SAVED A VAST INDUSTRY 


When the livestock in- 
dustry of the Southwest 
faced a complete breakdown 
in 1931, Clarence Roberts, 
editor of The Farmer-Stock- 
man, was drafted into serv- 
ice by the cattlemen of Okla- 
homa. It was through his 
personal work and the pow- 
erful influence of the farm 
pa he represents that this 
$192,000,000 Southwestern in- 
dustry was put back on a’ 
solid foundation. 


The benefits to cotton farmers were instant 
and abiding. Margins in the handling of cotton 
were reduced to a small point. 

While this co-op, the Oklahoma Cotton 
Growers’ Association, was set up to enable farm- 
ers to get more for their cotton, it continues to 
operate, year after year, to retain the benefits 
gained. 

A different sort of co-op was born in Okla- 
homa in 1932 when sources of credit for stock- 
men dried up. In those dark days, livestock 
was about the only liquid security held by farm- 
ers and stockmen. Banks were calling loans. 
Breeding cattle were going to market. Stock- 


men were desperate. 


THe OKLAHOMAN AND Times %& Mistietoe Exrress % WKY, Oxtanoma Crty & KVOR, CoLonavo Sprincs % KLZ, Denver (Affiliated Mgmt.) %& Repaesenteo By THe Katz Acency, Inc. 


Due largely to the efforts of The Farmer- 
Stockman, a credit agency was set up which in 
seven years time has loaned to and collected 
from stockmen over $13,000,000. It operates 
closely with the co-operative commission firm 
set up at the same time, also by The Farmer- 


Stockman, which is now the largest on the yards 
at Oklahoma City. 


HESE are not the only aids given to the 
co-operative movement by The Farmer- 
Stockman. We have been frank at all times to 


. point out the mistakes of the co-ops, and on 


numerous occasions have advised against the 
organization of proposed co-operative units, 

For the co-operative is not a cure-all. It 
won't solve all the farmers’ problems. It merely 
offers a chance of getting a little more for what 
the farmer raises or securing for him better 
service. Any gain from co-operatives secured in 
this way is something which the farmer cannot 
get any other way. 

We believe in the co-operative as a way of 
doing business. In our view it is not, as some 
charge, “un-American.” 

Co-operation is merely a special form of 
capitalism. It lives and thrives on the profit 
motive. The farm co-op puts up its capital, 
takes a business risk, hopes to earn a profit and 
varies from the private corporation only in the 
manner in which that profit, if any, is divided. 

Farmers first learned to work and think 
together in their co-ops; later they began to 
work and think together in the field of educa- 
tion, Now in the field of rural electrification 
they are helping rapidly to create a better 
country life. 


rn) ae 


MOLDER OF FARM PRACTICES 


The law under which Oklahoma's scores of coopera- 
tive cotton gins operate was written in the offices of 
The FarmerStockman. The by-laws of the Oklahoma 
Livestock Marketing Association were drawn up likewise 


in these same offices. 


THE FARMER-STOCKMAN 


THE OKLAHOMA PUBLISHING 
OKLAHOMA CITY 


COOPERATION MEANS GREATER PROFITS 


HE Farmer-Stockman, in 1914, set about 

the development of a cooperative market- 
ing plan “to stand the test of time and to 
bring to the farmers of Oklahoma a proper 
share of the value of the things they raise.” 
The Oklahoma Cotton Growers’ Association and 
the Oklahoma Livestock Marketing Association 
stand today as the fulfillment of the first part 
of this program, The addition of fifty million 
dollars to the buying power of the farmers of 
the South three years after the founding of the 
cotton growers organization attests the realiza- 
tion of the other goal. And the tremendous : 
influence of The Farmer-Stockman in bringing 
about this constructive program is the same in- Ps 


fluence that is constantly at work for products 


exploited through The Farmer-Stockman. 
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ADVERTISING AGE 


September 4, 1939 


World War Linage 
Figures Dim Hope 
of ‘Quick Profit’ 


Philadelphia, Aug. 31.—The im- 
mediate potential profit of the 
United States from a European war 
is somewhat less than that estimated 
by experts, if linage figures of the 
Curtis Publishing Company for the 
period covered by the world war 
provide an index as to what may 
be expected. Curtis, publishing 
The Saturday Evening Post, Ladies’ 
Home Journal, and The Country 
Gentleman, covers almost every seg- 
ment of the population, and its lin- 
age figures reflect the financial 
status of both readers and advertis- 
ers. 


Upturn in 1916 


In 1913, the Post carried 1,134,956 
lines of advertising. Despite the 
shock of the world war, which 
began in August, 1914, linage in the 
latter year was about the same as 
in 1913, 1,154,450 lines. Though the 
United States was making heavy 
sales to the Allies in 1915, Post 
linage shrank to 1,143,502. The first 
definite upturn came in 1916, when 
it carried 1,576,483 lines. 

An even sharper gain was regis- 


MANY, MANY MINDS WITH BUT A SINGLE THOUGHT 


WAR TALK ? WAR 
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With newspapers and radio training the spotlight of public interest on the war crisis, advertisers everywhere have been 


injecting the theme into their own copy. 


issues of Wisconsin newspapers. 


Typical of this trend are these advertisements clipped from a single day's 


tered in 1917, the year the United 
States entered the war, Post linage 
shooting up to 2,086,330. The 1918 
figure was 2,145,165, but the peace 
late in that year brought the heav- 
iest gain of all in 1919, when Post 


linage ran up to 3,411,148. With 


pown 


IN THE MID- 


— L 


returning soldiers apparently being 
absorbed into industry without 
difficulty, another increase was 
scored in 1920, Post linage in that 
year reaching the astonishing mark 
of 3,893,156 lines. The havoc 
wrought by the depression of 1921 


OR the first time in history the average ested. ‘The benetits these farmers gained were broad- 
farmer in the Mid-South territory is cast so extensively that practically every farmer in 
learning the meaning of security. And it the section came to the conclusion—‘You've got 
is a confident feeling of independence _ instilled something there.” How big that “something” is, is 
through a program of diversified farming. A live-at- attested in the report for 1939 which reveals that 
home program. ‘The old expression, “What's the more than 32,000 farmers have enrolled for this 
matter with the Farmer,” rings a resounding answer season's competition. 
of—‘We are all right down in the Mid-South.” ; ; ae ; 
Riccio shove lo 0 venues tor thls fading, ‘The | And with this change in living habits the Mid- 
sities to cues hale ~Ftaas to Sentser. ‘The Pleat South has a new market that invites the attention 
to Prosper theme which has been promoted for of every manufacturer and distributor who has 


years by the Memphis Commercial Appeal encour- zoods to sell. “The Mid-South farmer has money and 
ages the farmer to desert the one-crop idea and peace of mind, which coupled together means a 
practice diversification. Diversification 1s basically desire to spend for the things which are classified as 
sound and under the leadership of The Commercial the “necessities of life” as well as many of the 
Appeal’s Plant to Prosper Competition the Mid luxuries. And this profitable new market can be 
South farmer has discovered that it pays big divi reached through The Commercial Appeal. For 
dends. more than 100 years The Commercial Appeal has 

When the Plant to Prosper program was insti been a Partner in Progress with the people of the 


gated the competition was naturally 


cause just a few progressive 


farmers became 


Nlid-South 


territory. 


restr icted, be and 


inter- 


those who do business in _ this 


The Commercial Appeal gives all advertisers . . 


TWO-WAY SELLING ACTION 


The Commercial Ap 
; 


sal sells the consumer by its established reader interest. 
The Commercial Appeal sells the dealer by its vast trade paper influence. 


THE COMMERCIAL APPEAL 


MEMPHIS A Scripps-Howard Newspaper TENNESSEE 
NATIONAL REPRESENTATIVE—THE BRANHAM COMPANY 
‘‘More Than a Newspaper— An Institution” 

> a 4 - i, J .% , & tad J ‘ ; : We a KF 5 


is reflected in a decrease to 2,320,514 
lines for that year. 


Linage During War 


Linage of all three Curtis publi- 
cations tells about the same story. 
Here are the figures for nine years: 

1913—1,978,918 

1914—2,068,991 

1915—1,975,793 

1916—2,613,379 

1917—3,282,009 

1918—3,502,489 

1919—5,453,142 

1920—6,428,529 

1921—3,634,297 

The Curtis papers shared in the 
prosperity of the later 1920’s, in 
common with other leading periodi- 
cals, but fell prey to the collapse 
of 1929, blamed by many economists 
on the war. The answer, if the ex- 
perts are correct, is that nobody can 
gain from warfare waged on the 
grand scale of modern times, with 
the accompanying destruction of 
lives and property. 


Charlton Joins 


| Wrigley, 


Canadian Publisher 


D. E. A. Charlton, formerly edi- 
‘tor of Modern Packaging and more 
recently associated with Glass 
Packer and Glass Industry, has be- 
come president and managing edi- 
tor of a new company, Charlton- 
Ltd., Toronto, Canada, 
which will begin publication of 
Moving Merchandise in October. 

The new monthly will succeed 
Modern Advertising and, while re- 
taining most of the latter’s fea- 


| president, 


tures, will pursue a broader edi- 
torial policy. G. B. Wrigley is vice- 
treasurer and _ business 


|manager of the new company; W. 
| J. Bryans, vice-president and sec- 


retary; and Weston Wrigley and 


| A. H. Boyd, members of the board 


| sealed can” 


of directors. Headquarters are at 


137 Wellington street, West, Tor- 

onto. 

New Zenith Tube Box 
Zenith Radio Corporation, Chi- 

cago, has announced that it will 

henceforth apply the “factory- 


idea to its radio tubes. 
All Zenith tubes will be sealed at 
the factory in tamper-proof combi- 
nation fiber and metal containers 
which can be used but once. 


Joins Libbey-Owens-Ford 


Libbey-Owens-Ford Glass Com- 
pany, Toledo, has appointed Clay 
H. Hollister, Jr.. New York, mer- 
chandising analyst, as distributors’ 
sales consultant, effective Oct. 1. 
He will advise company jobbers on 
merchandising and marketing prob- 


| lems. 


Amateur Chefs 
Make Story for 
Taylor Wine 


Hammondsport, N. Y., Aug. 31.— 
Taylor Wine Company will use the 
background created by the indus- 
try, campaign for a vigorous drive 
in magazines, newspapers and roto- 
gravure, salesmen were informed 
at a meeting here. 
| While the Taylor theme of last 
year, “captured flavor—the differ- 
ence you can taste,” will be contin- 
ued in Collier’s, Cosmopolitan and 
Redbook, Esquire and The New 
Yorker will get special copy built 
around the recipes of the Society 
of Amateur Chefs. This organiza- 
tion boasts such members as Rube 
Goldberg, Russell Patterson and 
Ben Irvin Butler, all of whom will 
be headlined in Taylor advertising. 
Newspapers and rotogravure will 
promote Taylor wine as_ holiday 
items. 

Taylor has also developed a new 
display service stand, which holds 
six wine bottles. At the top the 
stand is designed to hold a circular 
display card promoting a particu- 
lar type or assortment of wines. 
The colorful display card may be 
replaced at regular intervals by 
Taylor salesmen, keeping the mes- 
sage fresh and up-to-date. Moser 
& Cotins, Inc., of Utica, is the Tay- 
lor agency. 


Two Sets of 
‘Best Copy’ to Be 
NIAA Feature 


Chicago, Aug. 31.—Selection of 
the best industrial advertisements 
of the year will be a feature of the 
1939 conference of the National In- 
dustrial Advertisers Association at 
the Hotel New Yorker, New York, 
Sept. 20-22. In addition, the “Copy 
Chasers,” whose monthly analyses 
of copy appear in Industrial Mar- 
keting, will independently select 20 
outstanding industrial campaigns 
and report their findings. 

The jury for the NIAA contest 
was selected to give representation 
to all viewpoints. It includes F. H. 
Donshea, vice-president, Newell- 
Emmett Company, New York; C. E. 
Hooper, head of the New York re- 
search organization of that name: 
H. K. La Rowe, president, Purchas- 
ing Agents Association of New 
York; A. R. Mumford, associate di- 
rector of research, Consolidated 
Edison Company; and H. M. Shack- 
elford, vice-president of Johns- 
Manville Sales Corporation, New 
York, in charge of advertising and 
sales promotion. 

Twenty awards will be made, the 
president of each winning company 
receiving a bronze plaque and the 
advertising manager a certificate of 
| merit. 


Shows Rate Increase 


Surgical Business, New York, will 
issue a new rate card Sept. 15, 
showing a 20 per cent increase in 
advertising rates. On the same date 
the publication will put into effect 
a new merchandising service for 
contract advertisers. 


Account to Sedgwick 

Perfection Store Devices, Chicago, 
manufacturer of price card and dis- 
play card holders, has appointed 
Edward L. Sedgwick Company, Chi- 
cago, to direct its advertising. Busi- 
ness papers and direct mail will be 
used. Douglas M. Smith is account 
executive. 
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PRACTICAL BUILDER 
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hundreds of dollars~ 


PRACTICAL BUILDER 


tiny corner worth 


R. J. Castle, Bantam, Conn. 
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REDUCES PRICE 


SENSATIONAL 
PRICE GHANGE | 


MORRIS 
NOW COST 
NO MORE THAN 


ANY LEADING POPULAR-PRICE BRAND 
YOU CAN NOW BUY PHILIP MORRIS CIGARETTES FOR EXACTLY 
THE SAME PRICE AS ALL LEADING POPULAR-PRICE BRANDS: 

Philip Morris & Co. used large news- 
paper space to announce a one-cent per 


package reduction on Philip Morris 
cigarettes. 


- 


Diamond Sales lag 
Held Unrelated to 
Economic Conditions 


Failure to Promote 
Gems Aggressively Is 
Termed the Cause 


New York, Aug. 31.—The woeful 
state of diamond sales in this coun- 
try should be attributed not to a 
lack of purchasing power or interest 
in owning gems, but to a failure to 
stimulate purchasing through mod- 
ern promotion methods, C. R. 
Hogan, account executive, N. W. 
Ayer & Son, told the American 
National Retail Jewelers Association 
convention here today, in outlining 
a survey conducted by his agency 
for De Beers Consolidated Mines, 
Ltd. of Kimberly, South Africa. 
Details of the advertising program 
which resulted from this study 
were presented in ADVERTISING AGE, 
July 3. 

As evidence that the problem of 
the diamond industry is not exclu- 
sively tied up with economic condi- 
tions, Mr. Hogan disclosed that the 
slump in sales of precious stones 
began in 1926, the same year that 
industrial prosperity began its up- 
swing. Refrigerators, automobiles, 
travel and other heavily advertised 
luxuries have made uniformly bet- 
ter showings than diamonds, even 
in the depression years, he said. 


Big Market Waiting 


That a huge potential market is 
awaiting merchants who promote 
gems, is indicated by the Ayer sur- 
vey’s findings that 92 per cent of 
the women interviewed expressed 
a love of diamonds and a desire to 
own them. Most of those who al- 
ready possess a diamond ring want 
another. 

Calls on more than 200 retailers 
in 28 states uncovered the fact that 
men are more influential in the pur- 
chase of diamonds than women. The 
retail phase of the survey also 
showed that young people buy more 
jewelry than their elders though 
their unit purchases are smaller. 
Despite the slump in the diamond 
business, rings are still the most 
important item sold in jewelry 
stores, constituting 75 per cent of 
volume. Of those sold, 80 per cent 
are engagement rings. 

A portion of the consumer study 
covered the attitude of college stu- 
dents toward diamonds. Eighty- 
seven per cent of the collegians 
questioned were anxious to give 
their fiancees engagement rings. 


Will Inspire Desire 


In expanding on the advertising 


ment, pride of possession and tradi- 
tion. A trend toward the return of 
sentiment which is evident in mod- 
ern life, he said, should make such 
diamond appeals profitable. 


Outlines the Headaches 


John Guernsey, distribution econ- 
omist of the U. S. Bureau of Census, 
outlined some of the “headaches” 
which now confront the jewelry 
trade. Sales today, he said, are still 
44 per cent under 1929; jewelry 
accounts for a smaller percentage of | because of the size of the market. 

retail sales; heavy stocks keep Mr. Liebetrau pointed out that 
prices demoralized; wholesalers are| Philips Morris has forged ahead 
selling at retail on a narrow margin; | steadily during the past year, de- 
and private offers of large pieces | spite the one-cent price differential, 
are a constant menace to the mar-|which is considered a major 
ket. Sales in 1939 he estimated,| stumbling block in appealing to the 
will be around $300,000,000, com-| mass market. Even with this handi- 
pared with $536,000,000 in 1929. cap, Philip Morris has passed Old 


Philip Morris in 
Smashing Drive for 
Additional Volume 


(Continued from Page 1) 
is considered significant, however, 


IN SPOT RAD/O 


POT RADIO has reached a new high of 
$35,000,000 annually. 


The recent survey by Sales Management shows 
that New England leads all other sections of the 
country in spot broadcasting. It further shows that 
97 of the 128 spot advertisers in New England used 
Yankee Network stations. 


When shrewd national time buyers choose Yankee 
Network outlets for 75% of the spot broadcasts, 
there must be good reasons for so doing. One is 
that New England has more large, separate, pros- 
perous markets than can be reached efficiently by a 
national broadcast coming through one or two New 
England stations. The Yankee Network provides the 
direct coverage needed in these important mar- 
_ kets — spots your selling effort where it will do the 
most good. 


program of De Beers, which will 
employ 11 national magazines and 
will extend over several years, Mr. 
Hogan pointed out that no attempt | 
would be made in the copy to sell | 
specific merchandise. Instead copy | 
will seek to inculcate a desire for 
diamonds through appeals to senti- 


ag ewe 
kt 


The Yankee Network's 18 stations offer the great- 
est range for spot broadcasting in New England. 


Gold, with sales of 9,000,000,000 
cigarettes in 1938 and a gain of 25 
per cent over that figure already 
registered for this year. Competing 
on an equal price basis with the 
popular brands, visions of doubled 
volume were held out. 


Luxury Theme Stressed 


While no advertising plans have 
as yet been completed aside from 
the continuation of the announce- 
ment copy, which constitutes the 
largest newspaper campaign Philip 
Morris has ever used, Mr. Liebetrau 
declared his company will undoubt- 
edly exploit thoroughly the “luxury 
cigarette at popular price” theme in 
future campaigns. 

Current copy merely announces 
the price reduction in smashing 


headlines. Full pages in New 
York metropolitan newspapers and 
smaller but prominent insertions 
throughout the state proclaim: 
“Sensational price change! Philip 
Morris now cost no more than any 
leading popular-price brand.” Ac- 
tual price is not mentioned since it 
varies in different parts of the state. 
None of the other manufacturers of 
the newly reduced cigarettes con- 
templates any unusual advertising 
effort at this time, it was learned. 
Biow Company is the Philip Morris 
agency. 


Appoints Rumrill 
Wilmot Castle Company, Roches- 
ter, N. Y., has appointed Charles L. 


Rumrill & Co., Rochester, to handle 
its advertising. 
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WNAC _ Boston 
WTIC Hartford 
WEAN Providence 
WTAG Worcester 


Bridgeport 


New Haven 


WNLC New London 
WCSH Portland 
WLBZ Bangor 
WFEA = Manchester 


YANKEE NETWORK TERRITORY /S THE 


HIGH SPOT" ™ 


oo 3 ee fe se. 
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WSAR Fall River 


WNBH New Bedford 
WHAI = Greenfield 
WBRK Pittsfield 
WLLH Lowell 
Lawrence 
WLNH _ Laconia 
WRDO Augusta 
Lewiston 
WCOU Auburn 
WSYB_ Rutland 


EDWARD PETRY & CO., INC., National Sales Representative 
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The J. Walter Thompson Company, New York, presented an exhibit of several posters, created b. p. or “before the pact.” 
European poster art last week which reflected the impending outbreak 
of hostilities abroad, although many of the posters are not without some 
humorous touches. The three posters at the left were seen in Great 


Britain, the unreadable one being printed in Welsh. In the center are 


by the healthy Soviet laborer. 
has Trotsky's face. 


diminutive German, Italian and Japanese workers about to be crushed 
Note that the “vulture” on the gallows 
The text reads: “Halt, you fascist provokers of war! 
We shall gather the power of the international proletariat to demolish 


ee 


They depict fascism!" 


aggression. Nazi posters, at 


EUROPEAN POSTERS SHOW PRELUDE TO CONFLICT ON INTERNATIONAL FRONTIERS 


a, Sith rs His 
ie: ae 
> ee tas 


Die Wehrmacht oe 


Other Russian posters show red hands throttling a fascist 
dagger-hand and Soviet bayonets stopping Japanese and German 


right, are militaristic only in the figure of 


the bugler who is announcing a band concert. The other advertises 
a resort patronized by “Strength Through Joy" tourists. 


Chester H. Miller Enka Plans Rayon Drive To McCann-Erickson 
Rejoins Grombach Places and events which inspire Rio de Janeiro office of McCann- 
Chester H. Miller, who until re- | new fashions in rayon will be fea- Erickson has been appointed to 
cently headed his own radio pro- tured in a campaign by American |handle the promotion in Brazil of 
duction and recording studio in New | Enka Corporation, New York, for | Pasta Russa, a pharmaceutical prod- 
York, has joined Grombach Pro-|its rayon yarns. Advertising will | uct manufactured by Laboratorio J. 
ductions, Inc., New York, producer |begin next month with insertions | Carvalho, and distributed by M. 
of radio programs. He was pre-|in one New York newspaper andj Agostini & Cia, both of Rio de 
viously associated with Jean V.| four magazines. Carl Reimers Com- | Janeiro. Magazines will be used 
Grombach. pany, New York, is the agency. | during the first six months. 


OUR PLANT AT 


124 WEST POLK STREET 


A Center of Printing Activity 


Complete facilities for the produc- = 


tion of Printing—from the prepara- a a 
tion of copy to the mailing or ship- produced in our plant is 
Be it 
a Catalog, Publication, Book- 


carefully supervised. 


ping of the completed job—are 


housed in this modern, fire-proof let, Broadside or other form 


ouilding. Orders of any size can of advertising literature, from 
ap KP? the very first step to the last, 
be handied efficiently and promptly. ouch fs handled by mon with 
Located within easy walking dis- years of experience in the 
: Bla ; highest standard of quality. 
t t 
ance of Chicago's Loop district, | ile adsans oh emanate 
is most convenient for buyers to to cooperate with you on 
drop in at our office and discuss oe ee > Oe eee 
their printing plans with us. — 


PITTING PRODUCTS CORPORATION 


Polk & La Salle CHICAGO 


Streets 


Advertisers Scan 
War Horizon 
for Repercussions 


(Continued from Page 1) 


sales, and that it would be short- 
sighted to limit promotion merely 
because of explosions coming from 
the continent. 

Frank Coutant, research director 
of Pedlar Ryan, expressed the 
hope that there will be no prolonged 
war. Most advertisers do not ex- 
pect one, he said, and even should 
such a catastrophe occur it would be 
a year or more before this country 
would be involved. 


Situation Different Now 


Mr. Coutant said that most adver- 
tisers see little parallel between the 
present situation and that of the 
period immediately preceding the 
world war. He pointed out that in 
the last war both our government 
and business were naive enough to 
think that European nations would 
pay for goods purchased on credit. 
This having been proved false opti- 
mism, the U. S. intends to sell only 
for cash if there is another war. 
Lacking the stimulation of heavy 
buying from abroad, he asserted 
that no business boom is likely. 


Predicts Increased Trade 


A Canadian himself, Mr. Coutant 
foresaw increased trade between 
this country and Canada through 
England’s participation in war. 
Already one of our good customers, 
the Dominion would increase its 
purchases here considerably should 
its source of supply of numerous 
commodities from England be cut 
off. 

One of the reasons for the upturn 
in advertising during the last 
war, he pointed out, was that 
many advertisers lavished promo- 
tion money in order to escape pay- 
ing it in excess profits taxes. Al- 
though this was done with the idea 
of building a backlog of consumer 
good will which would be translated 
into sales results in later years 
when the tax rate might be more 
advantageous, the net result was to 


few cancellations have been re- 
ceived to date by the Thompson 
offices in Paris and London. 
Agency personnel in those offices 
has already been hit, he revealed, 
with 20 per cent of the London staff 
having been called to the colors. 
England is trying its best to main- 
tain a free economy, he pointed out, 
and will not begin to establish 
rations for industries until abso- 
lutely necessary. Until that takes 
place, there should be no restriction 
in British advertising. 

British newspapers will be sorely 
hit as a result of war, he added. 
The papers there import newsprint 
from Canada and Scandinavia, and 
should these shipments be stopped 
or curtailed, the major advertising 
medium in the country would be 
handicapped or possibly even unable 
to operate. 


Heavy Losses Pictured 


Harrison Atwood, vice-president, 
McCann-Erickson, said that the 
effect of a European war on adver- 
tising in the countries participating 
would be an “almost complete 
cessation of activity for a time, fol- 
lowed by a resumption on a cur- 
tailed basis.” 

Branch offices of McCann-Erick- 
son, located in London, Paris, and 
Frankfort, are now operating with a 
reduced personnel due to war serv- 
ice, he said. Despite this difficulty, 
all were placing business up to late 
this week. 

Col. William H. Rankin, head of 
the Rankin agency, predicted a 
boom for advertising here should 
war continue. He pointed out that 
the 500,000 tourists who travel 
abroad each year would remain in 
this country. The money they would 
spend would offer a considerable 
stimulus to a wide range of busi- 
nesses. 

He added that two _ industries 
which need assistance badly, the 
railroads and the hotels, would 
benefit from increased travel within 
our own borders. Retail merchants 


would also enjoy a better business, 
(Continued on Page 26) 


lay the foundation for many of the 
greatest companies today. 
barrage of institutional copy placed 


the growth of many advertisers in 
later years, he said. Agencies in 


then, as a result of this wide use 
of advertising. 


Foresees Personnel Problem 


Another effect which a 
which this country became involved 
would have would be to deal a 
severe blow to advertising per- 
sonnel, Mr. Coutant asserted. That 
was the case last time, and older 
men ran the business in a conserv- 
ative fashion while their younger 
associates were bearing arms. 
| Discussing the situation from the 
| standpoint of an agency with branch 
offices in the trouble zone, Samuel 
|W. Meek, vice-president, J. Walter 
Thompson Company, reported that 


A heavy | 


during the war was instrumental in | 


general made their best gross profits | 


war in 
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Pure Oil Scores 
Scoop with 
Crisis Broadcasts 


Kaltenborn Back in 
U. S. A. to Continue 
Timely Comments 


(Picture on Page 1) 


Chicago, Aug. 31.— Giving Pure 
Oil Company one of the greatest 
advertising scoops in the annals of 
promotion, H. V. Kaltenborn was 
scheduled to resume his analyses 
over Columbia Broadcasting System 
this week, following six broadcasts 
from Europe. Effective Sept. 25, 
his broadcasting schedule wil! be 
jumped from two to three times 
weekly, with the time shifted from 
9:30 to 6:30 EST. 

Though Pure Oil realized that the 
dispatch of the famous commentator 
to Europe was something of a spec- 
ulation, it also knew that comple- 
tion of the harvest would probably 
bring a new crisis, particularly in 
view of Hitler’s propensity to add 
territory to his empire. Accordingly 
it signed Kaltenborn for the jaunt 
in the belief that his series of 
broadcasts, scheduled for Aug. 13, 
15, 20, 22, 27 and 29, would take 
place in the midst of new diplo- 
matic hysteria, and the impending 
booming of guns. 


In the Nick of Time 


This timing could not have been 
better if the advertiser had pos- 
sessed a crystal ball with which to 
forecast events. Mr. Kaltenborn 
began his broadcasts just as the pot 
began to boil and by the time it had 
reached fever heat, Aug. 22, he was 
in full command of the situation. 
With broadcasts of other advertisers 
being constantly interrupted by the 
networks for European bulletins, 
Kaltenborn and Pure Oil played to 
one of the largest audiences ever 
tuned to a microphone. 


Goes Outside Territory 


The normal Columbia network 
utilized by Pure Oil embraces 38 | 
stations, but for the Kaltenborn 
talks from London and Paris, it 
added nine more in important mar- 
kets where it has no distribution. 
The obvious justification for this 
strategy is that every motorist 
comes into Pure Oil’s_ territory 
sooner or later and this is a pros- 
pective customer. The company 
might have adopted the same plan 
regardless of any possible advan- 
tage, however, as a service to the 
public. 

The merchandising hook in the 
Kaltenborn broadcasts was the offer 
of a map in color, showing present 
European boundaries, their outlines 
before the world war, and other 
miscellaneous information, such as 
the number of men under arms or 
available in each country. This 
map was sold for ten cents by mail 
and given free at service stations. 
Demand was so heavy that the sup- 
ply was soon exhausted and a re- 
print was required. Many service 


stations reported that they were 
“stormed” by motorists, and mail | 
response was equally enthusiastic. | 

Mr. Kaltenborn’s account of his | 
adventures in Europe helped to | 
swell the tide of interest in the Pure | 
Oil broadcast. His talks from Lon- | 
don and Paris came off as sched- | 
uled, but Germany took the view | 
that they were anti-Hitler and as 
soon as he landed in that country, 
ordered him to leave in two hours. 
He returned to London, not before, 
however, discussing the situation | 
vith German officials and the man 
on the street. 

Leo Burnett Company, Inc., Chi- 
ago, handles the Pure Oil account. 


Sackett Opens Office 


De Forest Sackett, formerly art| 
lirector of Walgreen Drug Stores | 
nd now free lance industrial de- 
gner, has announced the formal | 


pening of his own office at 6 N 
Michigan avenue, Chicago. The| 
telephone is State 0558 


ery: % - 


Union Carbide 
Buys Bakelite 


Directors of the Union Carbide & 
Carbon Corporation, New York, 
have approved an agreement for 
acquisition of all assets of the Bake- 
lite Corporation, New York. 

Carbide is a producer of chemi- 
cal raw materials and Bakelite is a 
user of chemicals in its converting 
activities. The coordination of fa- 
cilities is expected to result in im- 
provement of existing products, de- 
velopment of new plastics and other 
chemical compounds, and discovery 
of new uses for such materials. 


“Tribune” Suspends 

The Tribune, Holdenville, Okla., 
morning and Sunday daily, has 
suspended publication. 


‘Press’ Issues | 
Semi-Annual 
Liquor Survey 


Pittsburgh, Aug. 31.—Kessler’s 
Private, produced by Julius Kessler 
Distilling Company, was the most 
popular brand of whisky in Penn- 
sylvania during the first half of 
1939, the Pittsburgh Press reports 
in its eighth semi-annual analysis 
of the $73,000,000 liquor market of 
that state. Kessler’s Private sales 
aggregated 542,329 gallons, or 23.3 
per cent of the total volume in 
blends of whiskies and spirits. 

Seagram Distillers Corporation | 
held the largest proportion of the | 
total liquor business, however, ac- | 


per cent of the entire volume. It 
was closely followed by National 
Distillers Products Corporation, 
which accounted for 582,044 gallons, 
or 11.5 per cent of the total. 

Dollar sales for the first half of 
1939 amounted to $34,543,685, ac- 
cording to figures secured by the 
Press from state liquor stores. This 
appears to be a slight decline from 
1938, when the entire year’s busi- 
ness was $72,632,136. This in turn 
was smaller than the $80,512,707 of 
1937, which represented the post- 
repeal peak. 


Agency Moves 
Pritchard & Thompson Advertis- | 
ing Agency, New Orleans, has 


moved to the Whitney Bank Bldg. 


| counting for 683,497 gallons, or 13.5 Tells Part in 


Housing Project 
Detroit Steel Products Company 
is using a spread in the September 


|issue of Architectural Forum to an- 


nounce its part in supplying 65,000 
Fenestra Bonderized steel case- 
ments for the world’s largest hous- 
ing project being constructed by 
Metropolitan Life Insurance Com- 
pany in New York. 

Fuller & Smith & Ross, 
land, is in charge. 


Cleve- 


Thornton to Burnett 

Fred R. Thornton has joined the 
art department of Leo Burnett 
Company, Chicago agency. For- 
merly art director for Aubrey, 
Moore & Wallace, Chicago, Mr. 
Thornton has been free lancing re- 
cently. 
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Yet! 


NO INCREASE IN RATES 


The shift in KECA wave length from 
1430 KC to 780 KC has realigned 
the listening habits of Southern 
California and added new values to 
KECA, not yet reflected in rate 
increases. Rate Card No. 14 remains 
in effect until further notice. .. . 


Better sign today with KEC A! 


SAN DIEGO 


EDWARD PETRY & CO. °« 


A 


Secctihore Mefornii 
the neu) KECA 2 dial 
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New listeners are always enthusiastic, voluble listeners, and 
from the flow of letters we reprint typical expressions . . . . 


BEVERLY HILLS | 
“We are so pleased with the change of KECA frequency.” 


“Music from your new place on the dial comes in much stronger.” 


“Am very happy to state that new frequency. greatly enhances my 
enjoyment of KECA Classic Hour.” : 


SAN BERNARDINO 


"| know there are thousands of persons who will appreciate your fine 
program coming over a station that really brings them in.” 
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September 4, 1939 


Fanciful Art fo 
Distinguish Oneida 
Silver Campaign 


Imaginative Concepts 
Highlight Copy in Na- 
tional Magazines 


Oneida, N. Y., Aug. 30.—Another 
famous painter will turn her talent 
to advertising for the first time this 
fall when the work of Audrey 
Buller is featured by Oneida, Ltd., 
in a magazine campaign promoting 
Community Plate. Full-color copy 
will appear in nine periodicals from 
September to December, it was re- 
vealed here today. 

Miss Buller, who won the Proctor 
Prize awarded by the New York 
National Academy of Design in 
1937 and whose paintings are now 
on display at several leading gal- 
leries, has contributed some highly 


IMAGINATIVE THEME IN ONEIDA COPY 


. - — — 
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Community’s campaign illustrated 
by Coles Phillips marked the first 
time any famous artists consented 
to work for an advertiser; and that 
Community started the vogue for 
testimonials from socialites with its 
advertisements featuring O. H. P. 
Pelmont. 

In addition to its national maga- 
zine campaign, Oneida is planning 
a special reduced price sale during 
the fortnight beginning Sept. 11. 
Over 500 dealers throughout the 
country are expected to take advan- 
tage of the company’s advertising 
allowance plan by using local news- 
paper space to promote a 40 per 
cent price reduction during the two 
weeks. 


Conformal Shoe, 
Moulded to Foot, 


in American Debut 


St. Louis, Aug. 31.—A_ shoe 
moulded to fit the individual foot 
has just made its debut here with 
a test campaign by Conformal Foot- 
wear Company, a division of Inter- 
national Shoe Company, a possible 


Hearst Withdraws 
From Chicago 
Morning Field 


Chicago, Aug. 31.—The Chicago 
Herald and Examiner printed its 
last edition Sunday, the Chicago 
Evening American becoming the 
Herald-American Monday. Its Sun- 
day edition will carry The Ameri- 
can Weekly. 

The consolidation leaves the Chi- 
cago Tribune holding the morning 
field without competition. It also 
puts the News in the position of 
being the only evening paper with- 
out a Sunday edition. The News 
has been estimating the possibilities 
for some time, but reported today 
that no definite decision has been 
reached. The Chicago Daily Times 
prints evenings, except Saturday, 
and also has a Sunday edition. 

The Herald and Examiner, whose 
antecedents date back to 1831, 
changed into a tabloid Sept. 1, 1938. 
While the afternoon Times has 
made a conspicuous success in that 
format, the morning paper was un- 


imaginative artwork including a ‘ bi PRESENTING a) prelude to promotion in other key ne eee te oe Ba 
pair of miniatures used in an- —“— ————— markets. ae i se the bi trik 
nouncement copy of the new “For- = tributed in part to the bitter strike 


ever” pattern. 
The Community Plate campaign 
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A foreign patent bought by Inter- 
national Shoe Company provides 
the sensational feature of the new 


waged by the Chicago Newspaper 
Guild, which employed trucks with 


will run in Bride’s Magazine, Cos- A ORAMATIC WEW PATTERN KE WONT YOU'VE CHER SEEN BEFORE UW SiiVeRPLaTE line. A leather sack which forms a aggre yom m4 ie 
mopolitan, Good Housekeeping, the insole encases a substance |®2¢ Many otner ner oes uce 
House & Garden, Ladies’ Home which becomes soft when warmed |@4vertisers to withhold patronage 


Journal, Mademoiselle, The Satur- 
day Evening Post, Vogue, and 
Woman’s Home Companion. Batten, 
Barton, Durstine & Osborn, New 
York, is the agency. 


Fanciful Scene Portrayed 


A typical insertion to appear early 
next month pictures a miniature 
bride and groom flying via “dove 
express” from a wedding cake held 
in midair by cherubs to a chest of 
silver. 

Copy accompanying this novel 
illustration is devoted to a conver- 
sation between the “cake bride” and 
“cake groom.” “Now aren’t you 
glad we got down off that cake... 
Look at the silver the in-laws gave 
the bride,” says the “cake groom.” 
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These fanciful figures made their debut in a magazine campaign for the Com- 
munity Plate of Oneida, Ltd. They are the creation of Audrey Buller, a well 


known artist, who has turned her talents 


to commercial pursuits for the first time 


in this drive. 


To which the “cake bride” replies: 
“Tt’s thrilling! If she isn’t the smart- 
est hostess on Nob Hill it certainly 
won’t be Community’s fault!” 
Another insertion bears a paint- 
ing by Miss Buller which depicts a 
wedding ceremony being _inter- 
rupted by a flower girl’s delight 
upon seeing a chest of Community 
Plate. While copy tells a quality 


story, price is mentioned and budget 
terms offered. 

Besides introducing Miss Buller 
to advertising work, Oneida lays 
claim to several other advertising 
“firsts.” A folder devoted to the 
artist and issued by Oneida points 
out that the first full-color silver- 
ware advertisement in the Post was 
a Community Plate insertion; that 
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to about 200 degrees. A shoe is 
chosen by the consumer for size and 
style and it is then placed on a spe- 
cial heating appliance and warmed 
| to produce the desired flexibility. 
| The shoe is then fitted to the cus- 
tomer, who is required to walk 
about, fitting the sole to the exact 
conformation of his or her foot. 
The insole quickly hardens and 
maintains its rigidity unless again 
subjected to high temperature. 
Advertising in the Chicago Trib- 
une and over Station WGN will 
point out that it is impossible for 
many persons to get comfort from 
ordinary shoes because their feet 
differ slightly in conformation. The 
new Conformal has received the 
seal of approval of the American 
Medical Association, and a special 
direct mail campaign to physicians 
| will support the general effort. The 
|price of the shoe, made for both 


|men and women is $9.50-$10.50. 


Schuster Joins Covent 


joined Covent Company, New York, 
to take charge of fashion promo- 
tion and to direct merchandising 
activities for the agency’s accounts 
in the ready-to-wear field. He was 
previously associated with Whitbey 
Associates, New York. 


A. E. Freeman Promoted 


manager, has been advanced to ad- 
vertising manager. Mal Parks, for- 
merly editor of Ice Cream Trade 
Journal, New York, has been ap- 
pointed editor. 


Schleiger Joins Agency 


from the Herald and Examiner. 
Apparently the merger of the 
Hearst papers has not diminished 
the animosity of the Guild, which 
promptly changed the names on its 
banners and continued to picket the 
Herald-American. 

While the Herald-American re- 
tained some of the Herald and 
Examiner staff to help man the 
new Sunday issue, the large major- 
ity were released. Generous sev- 
erance payments helped to mitigate 
the severity of this blow. 

For the first quarter of 1939, the 
Herald and Examiner had a daily 
circulation of 324,370. Its Sunday 
circulation reached 946,742, ap- 
parently reflecting the popularity 
of The American Weekly and other 
Sunday features. The Tribune’s 
daily circulation is 903,922, and 
Sunday, 1,134,019. The Evening 
American has enjoyed a_ daily 
circulation of 397,034, compared to 
430,111 for the News, and 362,502 
for the Times. 

Merrill C. Meigs, publisher of the 


et a pono lee rbd American, now the Herald-Ameri- 
ge ey Boe. th tome wha can, announced that the best fea- 


tures of the Herald and Examiner 
would be incorporated in the new 
seven-day paper. The Herald- 
American is laying emphasis on re- 
tention of its heavy Sunday circu- 
lation, using full pages in other 
local newspapers to assure the pub- 
lic that it will carry greater reader 
interest than ever before. 


(Z <4 nD pest : Alex E. Freeman, formerly adver- 
’ ‘ ~ mA SALES tising manager, has been named 
i a15.000.000 RE -* "ee business manager of Ice Cream| Andrews to “Sportsman” 
4s Field, New York, and Peter Trim- 
“380.000.0000 WHOLESALE SALES born, formerly assistant advertising|,,Dalton M. Andrews, 360 N. 
~ 


Michigan avenue, Chicago, has been 
appointed Midwest representative 
for Pacific Sportsman, San Fran- 
cisco. 


Milgram Adds Duties 


J. B. Milgram, advertising man- 


Cloyd H. Schleiger, formerly edi-|ager of John F. Trommer, Inc., 
2 tor of Apparel Arts, has joined| Brooklyn, since 1933, has also taken 
a McCann-Erickson, Cleveland, as ac-|over the duties of merchandising 
3 “i PAPERS | count manager. manager. 
si ——————_ — = — — 
‘ __ | YOU WRITE THE HEAD! ano rie waren, 100) 
\ onricer aA onrita A valuable asset to any organization or advertising agency interested in sales, 
i , he ow promotion and advertising problems. 
3 10 years successful record in sales, sales management and sales promo- 
‘. tiem of tangibles and intangibles . .. learned the only way—making 
Pe Auw Wie cuuso. Rung doorbells and sold top-flight executives. 
a oa i O IS I E MES Co-operative advertising programs created, developed and sold 
| oy * BE | \ ' J 4 through largest Eastern dailies. Campaigns grossed to $150,000. 
= 3 | Outstanding sales record on packaged deals for radio stations. Sold, 
a promoted, wrote and produced up to 12 hours weekly. 
4 years agency experience as account executive and radio director. 
Peseetel, aepen-cenpeting copy writer and sales correspondent. Fluent 
public speaker and group seller. 
THE INDISPENSABLE KEY TO SALES IN Owners and Operators oe see qovenne merchandiser. Experienced 
. publicist. ge . » « Top-notch educational background. 
oe KENTUC KY AND SOUTHERN ! NDIA NA W H A S KNOWS THE SCORE EVERY MINUTE IN SALES AND ADVERTISING PROBLEMS 
eke: — ; ’ Now lucratively employed by national agen in Chicago. Present agency 
a 7 Nationally Represented by 50.000 Watts. 820 k.c. principles approve this ad. is oe 
‘ ‘ Wy ‘ > C.B.S. Basic Station | Prefers connection with sound advertising agency or organization offering broad 
» THE BRANHAM COMPANY scope of action. 
: NEW BUSINESS COPY DIRECTION 
- CONTACT ADVERTISING MERCHANDISING 
PUBLIC RELATIONS SALES PROMOTION 
| Write Box 1868. Advertising Age. Chicago 
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ADVERTISING AGE 


G-M Unit Breaks 
Long Silence with 
Informative Copy 


Spectacular Expansion 
of Inland Division Is 
Told to Industry 


Detroit, Aug. 29.—Hitherto known 
to a select few, Inland Manufactur- 
ing division of General Motors Cor- | 
poration has launched an institu- 
tional campaign designed to widen 
its circle of contented customers. 


| 


Fortune, Modern Plastics and Time 


will carry the copy through Geyer, 
Cornell & Newell, Inc. 

In 1922, the Inland division em- 
ployed 225 people and made a sin- 
gle product—wood rim steering 
wheels for automobiles. Today, it 
occupies great plants at Dayton, O., 
and Clark, N. J., which produce 
more than 400 different products 
tor a score of industries. While it 
is generally known as a manufac- 
turer of .rubber, metal and plastic 
parts for automobiles and automatic 
refrigerators, its products are found 
in such diversified lines as air- 
planes, escalators, streamlined 
trains, tractors, automatic refrigera- 
tors, and others. Its untiring re- 
search has resulted in advances 
protected by 240 patents. 

The fundamental concept of the 
present campaign is to tell key men 
of industry who Inland is, what it} 
makes, how it makes it, the scope 
of its research, design and manu- 
tacturing facilities, and to empha- 
size that it is a pioneer in plastic 
as well as rubber and metal prod- 
ucts, 

Seeks New Clients 


The initial piece of copy, 
ing a panel in a full-page color 
illustration, is not only interesting 
as an example of good writing, but 
t is designed to arouse readers’ 
nterest and_ stimulate action. 
Headed, “Our business is keeping 
quiet,” the advertisement continues: 

“Perhaps you still remember 
those days way back when your 
automobile was apt to roll along 
the highway with birdies beneath 
ts bonnet—chirps in its chassis— 
und assorted squeals in its body and 
prings. 

“Patiently and persistently 
flight automotive engineers traced | 
down those sundry squeaks and 
queals which so often were caused 
by vibrations due to metal meeting 
netal at inopportune times and 
places. 

“That’s where Inland comes into 
the picture. Eventually your | 
quawks about squeaks were trans- | 
lated into a thousand problems | 
‘or Inland’s chemical and mechani- | 
cal research engineers — problems | 
fraught with the promise of a car 
which would tip-toe along hushed 
iighways. Myriad problems con- 
cerning the marriage of metal and 
ubber inte a quiet, enduring union. 
Problems of developing new com- 
pounds, pioneering new designs, 
iew formulas and methods. 


occupy- 


top- 


| 
| 


Scope Is Expanded 


“Problems solved so successfully 
that, today, Inland produces under 
laboratory control of manufacture, | 
hundreds of parts which cushion | 
hock, insulate against the transmis- 
ion of sound and smooth out vibra- 
tion. 

“Today two Inland plants, em- 
ploying over 3,600 people, produce 
nore than 425 rubber, metal, plastic 
ind associated products. 
and’s research, design, engineering, 
nanagement, equipment and re- 
ources serve more than a score of 
ndustries. 


“And we want you to know that 


uur business is keeping quiet. We 


efficiently merge decibels and deci- | 
large-volume 


nals for economical, 
production of rubber, 
plastics to help your 
erve (and sell) better.” 


metal and 
product to 


Clipping Bureau Moves 


Allen’s Press Clipping Bureau 


San Francisco, has moved to 142 
Sansome street. 
eet igi dl nar Weis a = = a 


| Nash-Kelvinator 


| manager, 


Today In- | 


‘ANPA Siiscesh Rihetes 


‘Sales Rise of Nash 


Advertising Facts Number 21, the 
| Story of Nash Motors division of 
Corporation, De- 
troit, has been issued by the Bureau 
of Advertising, American Newspa- 
per Publishers Association. 

The folder reproduces a letter 
from R. H. Grant, Nash advertising 
who credits newspaper 
advertising with an important part 
in bringing about a sales increase 
of more than 70 per cent for the 
company in the first half of 1939. 


“Bulletin” Changes Type 

The Philadelphia Evening Bul- 
letin has changed to a new type 
face, Regal No. 2, using a 7-point 
on 814 — ane: 


Philco Si gnals 
New Selite with 
Newspaper Drive 


Philadelphia, Aug. 30.— Cele- 
brating its “tenth year of leader- 
| ship,” and at the same time giving 


; the formal signal for the opening 
of a new radio year, Philco Radio & 
Television Corporation will concen- 
trate a heavy advertising campaign 
in newspapers during September. 
The copy will highlight the Built-in 
Super Aerial System, eliminating 
outside aerials and ground wires, |* 
‘and giving greater freedom from 
|static and interference. 

Larry E. Gubb, Philco president, 
said that the American public has 
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CIRCULATION 
1929 1939 
142,625 362,502 


- ya 


EMPLOYEES 
1939 
608 


| yt — 
to fits 
Ht UME: 


9 

bought 12,500,000 Philco radios dur- James E. Middleton 
jing the last decade. This number, . De Cl 
he asserted, represents approxi- Joins e erque 
mately one-third of all now in use James E. Middleton has joined 
in the United States. the Chicago office of Henry De 

“During this period, also,’ he|Clerque, Inc., newspaper and farm 
commented, “almost unbelievable a 5 wma it oatcelle 
progress has been made in tone > oR Wes Unie recenuy) 


quality and performance of radio 


sets, with a constant reduction in 
cost. It is this situation which in- 


duced us to launch, in cooperation 
with our 22,000 distributors and 
dealers, the broadest newspaper 
campaign in our mang Seanez." 


‘Fleet Owner” to Nourse 
Fleet Owner, New York, has ap- 
|pointed Norman C. Nourse & As- 
| sociates, Los Angeles, as its repre- 
|sentative on the West coast. 


Sec rN ES 
“e 
~~ & ow LA . 


vice-president and Chicago manager 


of Fred Kimball, Inc., and an of- 
ficer of its affiliated companies. He 
was formerly vice - president and 


Western manager of J. P. McKinney 
& Son. 


Northam Warren to Move 

Northam Warren Corporation has 
made plans for the removal! of its 
plant from New York to larger 
quarters in Stamford, Conn. The 
new plant will be the largest ever 
occupied by the company. 


Several years ago Frederick Lewis Allen wrote a piece for Harper's Magazine called “One 


Day in History.” 
reached an all time high 


The day he chose was one when the Dow-Jones stock averages 


had 


when Prime Minister Ramsay MacDonald spoke before the As- 


sembly of the League of Nations announcing the progress of negotiations for naval dis- 


armament- 


Peace and Prosperity formed the backdrop of national life; 
1929—the 
Times made its first appearance on the newsstands. 


were the principal actors. 
cago Daily 


The day was September 3rd, 


and when President Hoover was still a popular resident of the White House. 


Bobby Jones and Babe Ruth 
day when The Chi- 


The past ten years have brought many things to jar the complacent smugness the coun- 


try wore on that hot Tues« 


lay in early September. 


In its first, short, lusty decade the TIMES has traveled from peak to panic, through wars, 


revolutions, and precedent-s 


haking social changes. It's been 


no 


easy time. 


Hardened by 


stern realities, people have demanded vitally new and vitally better service from their 


newspapers. 
year record. 
Today the TIMES strides 
newspaper circulation in the 
eulation to more 


tion of editorial 


admiration and respect. 


It is a typically 


NEW YORK 


American success story of an 
where freedom still altows individual enterprise to be rewarded. 


‘THE 


How the TIMES has sueceeded in rendering this service is shown by its ten- 


ahead with the strength and power of the sixth largest evening 


e United States 


American 


CHICAGO'S 


DETROIT 


hewspaper 


TIMES 


NEWSPAPER 
NATIONAL REPRESENTATIVES 
SAWYER -FERGUSON-WALKER CO. 


a rise from 142,000 net paid average daily cir- 
than 362,000. From scratch through tough going, it has moved to a posi- 
influence and advertising power in Chicago which commands nation-wide 


in an American city. 


CHICAGO 
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ADVERTISING AGE 


Universal Appeal 
of Coffee Noted in 
Consumption Study 


All Income Groups, Both 
Sexes Show Preference 
for the Beverage 


New York, Aug. 30.—Results of a 
survey of coffee consumption in the 
United States and of consumer atti- 
tudes toward the drink highlighted 
the annual convention of Associated 
Coffee Industries of America, Inc., 
held here this week. The meeting 
also heard plans for expanding the 
coffee group’s advertising budget 
for the remainder of the year, de- 
tails of which were reported in 
ADVERTISING AGE, Aug. 21. 

J. W. Millard, of the Arthur Kud- 
ner agency, which handled the 
study for Pan American Coffee Bu- 
reau, outlined the findings of the 
survey. 

Much attention was paid by the 
interviewers, he reported, to the 
subject of coffee preparation. Forty 
per cent of the women, it was 


| found, do not use an adequate 
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amount of coffee, said to be one 
heaping tablespoon to eight ounces 
of water. Only nine per cent used 
a special measure, with tablespoons 
and teaspoons the favorite gauge. 


Preparing the Brew 


Mr. Millard stressed the signifi- 
cance of the survey’s disclosure 
that drip pots and glass vacuums 
combined now equal the number of 
percolators in use. He said that 46 
per cent use a percolator, 39 per 
cent a drip pot and 7 per cent a 
glass vacuum; while 11 per cent 
still use an old-fashioned coffee pot. 

On the subject of frequency of 
purchase, it was found that the 
average housewife buys slightly 
over a pound a week. Fifty-two 
per cent buy every week or oftener. 
Sixty-eight per cent buy a pound at 
a time; 17 per cent two pounds and 
11 per cent three pounds. 

In packaging, the paper bag led 
with 49 per cent and the vacuum | 
tin followed with 45 per cent, while | 


FAIRY PRINCE COMES TO MODERN CINDERELLA'S RESCUE 


A big moment in General Electric Company's marionette production, “Mrs. Cinderella.” 
course) beat the daylights out of the old-fashioned, evil gnomes who disturb the young bride. The prince and princess lived 


Enercetic electric elves (G-E, of 


etc. 


slip tins accounted for six per cent | == onmeeamaae 
and glass containers four per cent. cent purchase vacuum packed cof- 
The relation of income to type of | fee and 52 per cent buy paper bags. 
package was indicated as follows: | 

56 per cent of upper income fami- | Popular with Both Sexes 

lies buy vacuum packed coffee; 41| The section of the report relating 
per cent buy paper bags. Among to coffee drinking habits revealed 
the lower income group, only 42 per! that 82 per cent of all men over 


and engraved RUBBER PLATES 


on any type printing press and create for the user new 
and unusual effects at a minimum cost. Rubber printing 
plates will produce excellent results on almost any sur- 
face including metal, cellophane, cloth and glassine. You 
are assured exceptional ink coverage. No mottled back- 
vrounds over large areas. A saving in art work results as 
rubber plates are usually cut from an artist's sketch or 
tracing, eliminating the necessity of black and white 
drawings. May we mail you a sample proof from a rubber 


printing plate? No obligation of course. 


WALLACE-MILLER CO. 
466 WEST SUPERIOR STREET - CHICAGO 


PHOTO-ENGRAVINGS IN EVERY KNOWN MEDIUM 


Hand cut rubber plates may be used 


happily ever after with their gleaming electric refrigerator, range, 


16 drink it, as well as 81 per cent 


of women. Children between “United Air Lines 
s of 6 and 16 indulge to th - 4 
rer of Agee cea aiike only 4 poi | to Wage Vigorous 
Fall Campaign 


cent of the youngsters under 6 are | 
devotees of the drink. | 

Coffee drinking among adults is| Chicago, Aug. 30.—Instead of re- 
almost universal at breakfast, it | laxing its individual efforts in view 
was found, with this meal account- \of the cooperative campaign being 
ing for 50 per cent of the day’s con- | waged by the industry, United Air 
sumption. Lunch accounts for 19 | Lines will endeavor to make its own 
per cent, dinner for 25 per cent, and | copy more fruitful by coordinating 
6 per cent is consumed at other | it with the general effort, Robert E. 
times. The average’ individual|Johnson, advertising director, an- 
drinks three cups a day—in two sit- | nounced today following the com- 
tings. Coffee outranks milk in pop- | pany’s annual conference at Del 
ularity, the latter averaging only | Monte, Cal. 
one and a half servings per day. While United will continue to use 


per family per day. 

As proof of coffee’s universality 
it was pointed out that the bever- 
age is served regularly in 92 per 
cent of all homes and is spread 
fairly evenly over all income 
classes; the lower income homes, in 
fact, show a slightly higher per- 
centage. Tea, on the other hand, 
can be found regularly in only 35 
per cent of the homes, with upper 
income families using it most. 


Most Popular in Midwest 
Variations in coffee drinking by 
geographical sections were note- 
| worthy, with New England’s adult 
per capita consumption reported to 
| be 16.1 pounds as the low, against 


a high of 24 pounds in the west 
north central region. However, a 
different trend was noticeable in 
ithe consumption of iced coffee. 


Thirty-seven per cent of the New 
England and Middle Atlantic fami- 
lies served iced coffee against 14.5 
| per cent on the Pacific Coast and 10 
, to 12 per cent in all other districts. 
Indications of the need for an 
educational campaign on the “harm- 
|ful” effects of coffee were seen in 
findings that 32 per cent of all 
housewives believe coffee can hurt 
an individual, while an additional 
6 per cent qualify this fear with 
the phrase “if used in excess.” 
Delegates to the convention ex- 
pressed fear that a European war 
would cause a scarcity of coffee in 
this country. W. F. Williamson, 
secretary-manager of the group. 
said that a conflict might mean the 
divergence of ships to European 
waters, with a consequent falling 
|off of tonnage available for coffee 
shipments from South America 


Promote Parenthood Week 

“Give First Thought to Children!” 
is the slogan for Better Parenthood 
Week, Oct. 23-29. Retail stores 
throughout the country are being 
urged to participate, various radio 
networks will contribute coast-to- 
jcoast broadcasts, and newspapers 


| will devote articles to the subject. | 


Tea averages only half a serving bens magazines currently carrying its 


copy, additional emphasis will be 
|placed on newspapers, in view of 
,the heavy magazine schedule in- 
| volved in the industry drive. 

Every department was repre- 
sented in the Del Monte conference, 
|so that their viewpoints could be 
taken into consideration in the for- 
|mulation of plans for the fall and 
|winter. The party flew regula 
| United planes from Chicago to San 
Francisco, a special air liner being 
boarded there. N. W. Ayer & Son, 
|the agency in charge, was repre- 
jsentes by five men: Vice-President 
Sterling Peacock, N. B. Bankart, 
Pierce Cummings, Graham Mason 
and Charles DeWees. 


‘Plan Ukulele Campaign 

The Ka-Lae String Instrument 
|Company, Honolulu, through its 
| representative, the Hawaiian Mar- 
| keting Corporation, New York, wil! 
| use business papers and class publi- 
; cations this fall to promote its new 
|Pineapple ukulele. Wesley Asso- 
| ctates, New York, is the agency. 


} 
Fuller to Speak 

Walter D. Fuller, president of 
Curtis Publishing Company, wil! 
| give the principal address at the 
‘convention of Delta Sigma Pi, na- 
tional commerce fraternity, Sept. 5 
in Philadelphia. The speech will 
be broadcast over the NBC Red net- 
work. 


WFBR’S NEW TOWERS 


Located in the salt water 
of Baltimore harbor for 


GREATER 
EFFICIENCY 


| George J. Hecht, publisher of Par-| ¥ 


| ents’ Magazine, New York. heads 


the committee of sponsors 


Furrier Names Herald 


J. Lichterman, Inc., Philadelphia 
furrier, has appointed Herald Ad- 
vertising Agency, Philadelphia, to 
direct its account. A direct mail 
and newspaper campaign, including 
rotogravure, has been inaugurated 


Louis Schwerin is account execu- 
tive 

A, = Was ye 
ey ' spe, 


NATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


A ON THE NBC RED NETWORK 
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| 


| brew. 
The current budget for the drive 


Sen o 
British Business 
- is £100,000. Its success, said Mr. 
Re-Discovers Value 2223287 tec 


and by the latter’s report that the 

S drive has increased the sale of 

of Co-op Campaigns beer and has re-established it as the 
| national drink. 

. Recent figures show that every 

£100,000 Drive for | penny spent on advertising beer 

. isells four shillings worth of the 

Beer Held Outstanding jeverave. It has also been re- 

Example ed 

vertising equals 3 per cent of the 

London, England, Aug. 22.—Brit- retail selling price. 
ish business has revived its interest | P 
in cooperative advertising and is To Lewis & Toker 
making increasingly successful use; Lewis & Toker, Newark, N. J., 
of such campaigns, according to H.| has been appointed to direct adver- 
Cecil Taylor, English advertising!tising for Sucholin, a cream de- 
authority. |odorant. Newspapers will be used. 

Mr. Taylor’s views on this trend | Milton L. Lewis is account execu- 

-one which he termed the most | @V- 
significant in the English advertis- | == = 
ing field—were heard last month 
by the Continental Advertising As- 
sociation in Paris and were pub- 
lished recently in the British Ad- 
vertiser. 

Commenting upon the success 
achieved by American businesses 
in cooperative advertising, Mr. 
Taylor said that 50 British prod- 
ucts had recently won the support 
of such drives. Twelve other cam- 
paigns are to be launched shortly, 
he added. 


Ru Siness W eek 


lin the act of lifting a glass of the | 
} 
| 


|ported that the cost of all beer ad-| 


Junior C-C Plans 
Aid for Minnesota 
Tourist Campaign 


Minneapolis, Aug. 30.—Feeling 
that the state’s annual $50,000 pro- 
motion budget is too small, the 
Minnesota Junior Chamber of Com- 


merce is cooperating with the State | 


Tourist Bureau in a special cam- 
paign to publicize the 
tourist revenue to business 
ests. 

Spokesmen for the tourist re- 
search development committee of 
the Junior Chamber pointed out 
that the $50,000 budget approxi- 


inter- 


;mates only one twentieth of one per 
|eent of the estimated gross tourist. 


revenue. 
It has enlisted the Gerald S. 
Beskin Advertising Agency in the 
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BUSINESS ABROAD 


value of | 


oy aa nae 
preparation of 19 advertisements. 'NIAA Adds Chapter 


, These insertions are in story form}. 


| pointing out just what state tourist in California 
| business means to the confectioner,| Industrial Marketers of Southern 
_ doctor, butcher, druggist and so on. | California, Los Angeles, has been 
_Mats of these insertions are being | Sranted . charter to become - 
: : ae .. |member of National Industrial Ad- 
‘released to dailies and weeklies | Vertisers Association. The associa- 
throughout the state. A majority} tion now has 19 chapters. 
of these newspapers are cooperat-| Officers of the new chapter re 
ing by publishing the copy, accord- } Richard O’Mara, Western Precipita- 
ing to the Junior Chamber. {tion Corporation, president; Don 
In pointing out the value of tour- | Mack, Weber Showcase & Fixture 
ist business to various types of | COMpany, vice-president, and Mar- 
|, business men, copy urges each to } Un R. Klitten, The McCarty Com- 


vs s pany, secretary-treasurer. 
show them the true meaning of | a ; 


Minnesota hospitality and make} 
them want to return again.” _Craftype Expands 
Craftype Press, New York ty- 
‘ pographer, has established a special 
jae s “ {department to be devoted to sales 
“Packers Guide” Moves |promotion plans, commercial art, 
Davis Publications, Chicago, pub- | sales presentations, chart work and 
‘lisher of the annual Meat Packers | special maps for sales and advertis- 
| Guide, has moved to 327 S. LaSalle |ing executives. J. B. Keeney, for- 


|street. The telephone number is | meriy with Hagstrom Company, 
| Harrison 6878. will manage the new service. 
Business Abroad «39 


to cost more than $3,500,000,000 in the 
current year The total expenditure of 
the Exchequer (national treasury) this 
year will be at least $7,125,000,000; six 


Group advertising began in 


Britain some years ago, he recalled, FOREIGN TRADE 


* INTERNATIONAL AFFAIRS - 


FOREIGN INDUSTRY 


years ago it was only $3,440,000,000, In 
short, government ‘expenditure, which 


but was not very successful. ‘““These 
early campaigns,” he said, “perhaps 
tailed because they were too much 
like, because their sponsors were 
not convinced with their lasting | 
value, or—this is my personal] be- | 
lief—because they were too impera- | 
tive in method and wording. 


Imperative Slegans Fail 


“Perhaps the British public got 
tired of reading such commands as 
Eat More Potatoes,’ ‘Eat More Fish 

‘Eat More Fruit.’ Although we 
re supposed to be good soldiers, in 
ivilian life we refuse to be dic- | 
tated to.” 

Currently outstanding among) 
British cooperative campaigns is the 

1e sponsored by the brewing in- | 
erests, according to Mr. Taylor. 

“It has put a halo of respecta- | 

ility around beer and made many 


cople drink it, who, previously, | 
oked upon beer as being a rathei 
v-grade drink. 

‘The first campaign for bee 


tarted in 1933. 
little dogmatic: ‘Beer Is Best’ was 
the theme. Various alterations in 
ppeal followed, but all of them 
ougnt to educate the public in the 
rinking of beer.” 

A health appeal and the energiz- 
ng effect of the brew were also 
tressed in later drives, Mr. Taylo. 
ontinued, until in 1937 the cam- 
aign was taken over by the House 
f Crawford, one of the _ better 
nown British agencies, headed by 
Sir William Crawford. 


Was a 


The appeal 


vall 


Survey Yields Answer 


This agency followed American 
technique in conducting an _ in- 
tensive survey among consumers of 
the brew. It sought the ideal slogan. 


hrased by Mr. Taylor as_ one 
vhich contains the name of the 
roduct, an injunction to act and 
n embodiment of what the public 


already saying and _ thinking 
bout the product. It was felt that 
omething more was needed in the 
ogan, “Beer Is Best.” 
And the agency found what it 
ought, “at almost the first place,” 
ccording to Mr. Taylor. “When 
1ey asked some one what he would 
ke to drink, they got the answer: 


Thanks, I'll stick to beer.” When : 

ey queried the choice of habitues script 

f the inns, they got the reply: ‘I output 
ways stick to beer.’ ” he com 
From this remark, emerged the authori 
ew slogan, “Beer Is Best—Stick to in time 


heer.” And it is around this slogan 

at the entire campaign has been 

lilt. It appears in poster copy, 
utional and provincial newspapers 

A variety of techniques are em- 

ioyed to drive home the copy 

eme, but in all instances there is 
tone of quality, an exaltation of | 
e product. Most of the advertise- 
ents also portray someone actually 


quently, 
and raw 
-erious t 


the stage 


Brirain anp France are having the best 
summer business in two years, except 
for the paucity of American tourists, but 
a cloud hung over the resort throngs 
who were celebrating the annual August 
bank holiday last week. 

On Aug. 15, European armies will 
reach a peak of more than 8,000,000 men. 
Britain’s full battle fleet will maneuver 
at home and in the Mediterranean. Ger- 
man troops line the Polish border. Mos- 
cow has more than a million men under 
arms along the frontiers between Lenin- 
grad and Odessa, Italy’s summer man- 
euvers have ended with a defense against 
an imaginary French invasion of 
rich agricultural and industeseesll 


Europe Counts Its Manpower 
With 8,000,000 men under arms and factories 


operating near capacity on war orders, industry faces a 
labor shortage, bottlenecks in production, and the threat 
of state control over labor. 


activity is not by 


the 


Peryentina. Negotiations will prob- 
ably open this month 


- nftation 


The Economist, 
concisely the situation and the prospect 
“British business activity is within two 
points of the highest figure it ever re- 
corded. Employment is higher than at 
any previous time. This general rise in 


the armament industries (widely though 
their net is now spread), it is affecting 
the majority of the industries and most 
of the regions of the country. 

“The cause of this very rapid increase 
in industrial activity is the gigantic de- 
fense program, which is now estim:! 


was already approaching one-fifth of the 
whole national income, has been doubled 
in six years, most of the increase being 
concentrated in a small period. And at 
least $2,500,000,000 of this year’s ex- 
penditure is to be borrowed 

“When there are no more unemployed 
the 
varities required, a further increase in 
the State’s activities can be secured only 
by a restriction of all other activities. 
This can be brought about by an in- 
erease in taxation, which would reduce 
consumption. Or by direct requisitioning 
of supplies. Or, by allowing prices to rise 
and thus to curb consumption. This is 
inflation.” The complaint of The Econo- 
mist is that inflation is developing in Eng- 
land, intentionally or not. If it comes, 
business in the United States will soon 
feel the effects, too The warning is out 
in Europe 


Reich Tries for Barter Deal 


Germans 


resources of labor or capital of 


of London, sums up 


any means limited to 


the Washington for- 
this week. Represen- 
lin government who 
untry for some time 
iate a deal in which 
ym the United States 
d be bartered for 
un lard and cotton- 
eal will be sealed 
proximately $15,- 
each side are in- 


1 Germany is on 
the pending deal 
cussion for much 
started in the 
packing com- 
snd who claimed 
ests of the hog 
d thousands of 
worked up a 
lard for Ger- 
e farm equip- 
th on the Cal- 
le volume of 
d along these 
lependent on 
nds of fresh 
before the 


ates’ largest 


rent at the 
‘retary of 
nO possi- 
ing com- 
nts with 
. ve other totalitarian pow- 

,” certainly indicates that Washing- 
ton is unlikely to open discussions soon 
for a more formal agreement with the 
Reich It probably indicates, too, that 
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If War Should Come 


When the world war burst into 
flaming action in August, 1914, it 
came as a terrific shock to every 
nation. It was so sudden and un- 
expected, in spite of the general 
realization that it had been a-pos- 
sibility, that the world was thrown 
into confusion. Economic affairs 
were violently disrupted, and until 
industry was placed on a war foot- 
ing, no one knew just how produc- 
tion, distribution and consumption 
would be affected. This applied to 
the United States as a non-combat- 
ant nation, as well as to the coun- 
tries actively engaged. 

The present war crisis, which at 
this writing seems likely to have 
u favorable outcome, is one of a 
long series. Thus the nerves of the 
world have become somewhat ac- 
customed to the idea of another 
general European conflict. Since 
the summer of 1938 there has been 
a constant threat of military action, 
and all of the possibilities have 
been scanned to determine the 
probable effect of war on combat- 
ants and neutrals alike. If peace 
plans should go awry, we know in 
general what would be likely to 
happen, 

Even though we have been pre- 
pared for war, there is no doubt 
there would be shock, 


that con- 


fusion and disturbance for a time. | 


Such a cataclysm would produce 
economic dislocations which _ it 
would take some time to adjust. | 


Hence there would probably be a 
temporary decline 
be succeeded shortly thereafter by 
increased activities produced and 
induced to a large degree by the 
war itself, provided of course that 
materials and supplies needed for 


in this country. 

That is the pattern of what hap- 
pened a quarter of a century ago. 
{ft would be less marked now be- 


situation. 
resumption of normal or increased 


business activity should be 
ened. 


hast- 


the war, such as was recorded 


earlier, would depend upon the ex- 
tent to which our resources 
{made available to the 


| nations. 
| 


contending 


America does not want war, nor 
yearn for war profits. But if wat 
|}should come, it is entirely probable 
| that after the first few months ol 
disturbance and adjustment, ou 
| business level would rise sharply. 
| Advertising, which always responds 
|to the general business curve, would 
igo up with it. Consequently those 
interested in business and advertis- 
|ing may assume that if the disaste: 
of a world war should actually 
|come, the immediate and near-term 


}effects on the United States would 
not be economically unfavorable 


Business Paper Readership 


One of the 


cussed at the 


dis- 
convention of National 


subjects to be 


Industrial Advertisers Association 
7 New York Sept. 20-23 is the 
problem of determining the degree 
of readership of text and advertis- 


pages of busines 


publications 
Readership studies in the general 


field have been available for a 
number of years The Gallup 
Starch, Clark and other research 
ervices have developed techniques 


Which have been regarded as sound, 


ind as reflecting actual readership 
newspaper and magazine pages. 
Advertise and agencies accept 
them not as absolute guides but as 
gnilica indicators of readership 
They appreciate, of course, the fact 


that once contact with the 
established, the 


up to the 


reader is 
problem of results 
advertiser 
There have been some approaches 
pape! 
problem through a number of pe- 
dies by Starch. ,In addition 
tigators 


the busine readership 


thie ulsicde nve have 


eer studving the subiect. and lead- 


like McGraw - Hill 
have been doing their own 
editorial 


ing publishers 
job of 
stand- 


analysis from the 


reader reactions Conse- 


quently the results 


point ol 
which may be 
possible through this type of work 
are becoming somewhat familiar. 
There is no reason why the well- 
edited business should 
oppose sound research of this char- 
acter. The good 
commands close attention and read- 


publication 
business 


ership because the information 


provides is wanted and used. If it 
is not acceptably edited, and read- 
ership is below 
should 
to know it. 


tion of this 


normal, the pub- 
want to be the first 
Only through informa- 


lisher 


kind can obsolete edi- 


torial services and ineffective for- 
mats be modernized and improved 
The attitude of advertisers, pub- 


lishers and agencies should be one 


of cooperation in the establishment 


of methods which will provide a 
bas for better service to readers 
and more successful advertising i: 
the business and industrial press 

7 z 


in business, to | 


war purposes could be purchased | 


cause of earlier preparation for the | 
Hence the period of dis- 
turbance should be shorter, and the | 


Whether there would be an , 
actual business boom as a result of | 


were | 


paper | 


TYPOGRAPHICAL ERROR? 


10 Cents a Copy, $2 a Year | 


Collier's 


“Are you sure you read the catalog right, Maw?" 


Ad-li 


bbing 


Ferocious Monster 

We can’t quite agree with Al 
Dearing of Container Corporation 
of America that the fatherly look- 
ling animal reproduced here is a 


“ferocious beast” and the most 


we ve 
admit 


individual 


‘unattractive 


ever seen, but we will he's 


carrying the most unusual and un-| 


pronounceable symbol over his 
head that we've ever seen. He 
decorates the cover of a folder an- 
nouncing a new water-proofed 
fibreboard, the name of which is 
that strange collection of X’s, M’s 
and U's shown above. It seems 
that MUXUXM is Container Cor- 
poration’s code for the 
thicknesses and 
board 


various 
paper- 
together to 


grades of 
which are put 
make the new product 


Guessing Game 


In Foriune’s ad in this paper last 
week, advertisements placed by 11 
agencies were listed, the agencies 
placing the copy being identified 
only by initials We thought we 
knew the names of as many agen- 
but we 
two in the 


cies as anyone, 
that one o1 


must confess 
list stumped 


us How many can you identify, 
witho it referring to any source 
book”? To make it fair. we're giving 


the names of the advertisers, as they 
appeared in the Fortune copy 
Monsanto Chemicals (G. Adv.) 
American Mutual (J. T. C.) 
Comptometer (N. W. A.) 
Richardson Co (J.-O.) 

B. F. Goodrich (G.-E.) 
General Electric (M.) 

Inland Div. G. M. (G.C.& N 


Corning Glass (B. B. D. & O 
Daniel Havs Gloves (OD. S.& C.) 
American Airlines (R. & R 
Lord & Thomas (L. & T 

\ 


No Frivolity Permitted 


The Newspaper World, London, 
took space out a couple of weeks 
ago from consideration of the war 
| crises and other matters of vast 
|moment to publish the remarks of 


|Sir Ernest J. P. Benn, chairman of | 


|Benn Brothers, Ltd., which pub- 
'lishes The Newspaper World and a 
| long string of other business papers. 

Sir Ernest feels earnestly that 
“this perfectly wonderful trade and 
technical paper business is some- 
thing apart, something really worth 
while. It is a business with char- 
|}acter and reputation. It is devoted 
|} to service, it possesses a soul. It 
is a manly, serious business.” 

No wonder then, that Sir Ernest 
lis mightily concerned about certain 
' tendencies he notices: 

“The tendency here and there to 

introduce a funny column and to 


appear frivolous has nothing to do | 


|with a trade and technical 


|] sometimes think I should be as 


| likely to find a pin-table in the | 


| Mansion House or a darts board in 
'a doctor's surgery as a funny col- 
|umn in one of our papers. They 
do not fit in and give people a 
| totally wrong impression.” 
|Presents Vaudeville 

A New Jersey furniture retailer 
has a novel way of advertising, util- 
izing a tie-up with a motion picture 
theater. The advertiser, Public Fur- 
niture & Outfitters Company. of 
Union City, has made a deal with 


by which he pays for a 
vaudeville show presented 
week, in return for plugs vii 
ers and lobby posters 


five-act 
once a 
trail- 


Jottings 


Tampa, Fla.., 
impressing the 
cookery on its 


Electric Company is 
merits of 
community 
series of ads in which prominent 
local business men are shown in 
the role of chef in their own homes 
The series is one called. “Men Can 


electric 
with a 


|} Cook, Too,” and the featured chefs 
present their favorit recipes, 
whereupon they are elected mem- 


| bers of “The Ancient and Honorable 
Order of Coqui, o1 
Cooks” 
The American Cranberry Ex- 
'change is eyeing the tinkering with 
Thanksgiving with pleasure mixed 
with doubt It will mean extra 
business, but also extra grief in set- 
ting up promotional schedules to 
coincide with the action of indi- 
vidual states, according to the ex- 
change 

Nash Engineering Company, 
South Norwalk, Conn., has just sent 
cut a bulletin on its new glass cen- 
trifugal pump that carries the art 
of die-cutting to a new hig! 


Gentlemen 


paper. | 


the Colony Theater in Jersey City | 


Information 
for 
Advertisers 


The following documents may be 
|secured without charge from com- 
| panies sponsoring them, or through 
| ADVERTISING AGE, by any national] 
| advertiser or advertising agency 
|executive writing on his business 
| letterhead. 
| No. 1533. 


| 


Register City. 

The New Haven Register has 
| issued this study of the New Haven, 
Conn., trading area, covering popu- 
lation, buying power, retail sales 
|and other market data. The broch- 
|}ure stresses the value of “Register 
City” as a test market, outlining its 
diversity of population, pursuits 
'and income. 


| 
/No. 1534. Rate and Data Catalog. 


This 1939-40 edition of the Rate 
'and Data Catalog of the high school 
| market, issued by Richmond Adver- 
tising Service, covers rates, circula- 
tion and other data for 625 high 
school newspapers, magazines and 
year books published in 33 states 
and the District of Columbia. 


No. 1535. The Western Home. 


| Issued by Sunset Magazine, this 
| brochure shows why and how the 


Western home differs from the 
average U. S. home. Listing the 
‘regional characteristics affecting 


| Western home building as climate, 
geography, heritage and develop- 
ment, and way of living, the broch- 
ure illustrates its points with inter- 
esting photographs from _ recent 
issues of Sunset. 


No. 1532. How We Keep House. 


Reader-Editors of Woman’s Home 
|Companion, a cross-country group 
| of readers of varying incomes and 
|ages, who function in an advisory 
capacity, supply the information on 
housekeeping methods contained in 
_Reader-Editor Report No. 25, issued 
| by the Companion. What they use 
, to clean silver, lamps, pewter, win- 
|dows, how often they do or have 
|done the various cleaning jobs of 
the household, form some of the 
many tabulations. 


No. 1526. The Inside Story of the 
Outdoor Man. 
This reader survey, issued by 


| Hunting & Fishing-National Sports- 
man, reveals the purchasing power, 
buying habits and general activities 
of the publications’ reader families. 
The study shows an extensive mar- 
ket for all types of general con- 
sumer products, as well as for 
sports equipment. 


No. 1516. News from a Christian 
Viewpoint. 

The Christian Science Monitor 
has issued this 24-page booklet 
which describes the news, editorial 
and feature contents of the paper 
and its Weekly Magazine Section, 
and sets forth its journalistic stand- 


ards and practices. 
No. 1508. The Story of Phoenix 
Arizona. 


This compilation of the first 200 
cities as they rank in population, 
retail and wholesale sales, income 
tax returns, telephones and other 
market indices has been issued by 
the Phoenix Republic and Gazette 
The material! is conveniently 
arranged so that the standing of 
Phoenix in each classification may 
be seen at a glance. 


No. 1524. 
out It. 
This folder, issued by Radio Sta- 
tion WOWO, Fort Wayne, compares 
the station’s coverage and time cost 
with the seven largest newspapers 


It Isn’t Complete With- 


in WOWO’s Indiana listening are: 
No. 1509. Kentuckiana Its Po- 
tentialities. 


This brochure, the second annua! 
issue by the Louisville Couriet- 
Journal and Times, is a factual sur- 
vey of the Louisville trade area, 
containing a breakdown of statist- 
cal information to show the mar- 
keting potentialities in the Ken- 
tuckiana area 
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ADVERTISING AGE 13 


Shes 0-year hrend in Chicago 
DEPARTMENT STORE ADVERTISING } 


Chicago department stores now 
place greater dependence on 
the Tribune than on all other 
Chicago newspapers combined. 


EN years ago in 1929, Chicago de- 

partment stores spent $3,450,000 for 
advertising inthe Tribune. This was 36.5 % 
of their total expenditures in all Chicago 
newspapers that year. 


Last year, with price level and pocket- 
books no longer expanded by boomtime 
dollars, these stores spent over $3,500,- 
000 for Tribune space—topping the 1929 
total by over $50,000 and increasing the 
Tribune’s proportion to 50.5%—or more 
than they spent in all four other Chicago 
newspapers combined. 

During the first six months of 1939, 
they further increased the Tribune’s per- 
centage to 53.7%. 

Here is evidence that the newspaper 
which best serves its readers produces the 
best returns for advertisers. 

To all advertising media, the past decade 
offered the same challenge—and the same 
opportunity. The Tribune met the chal- 
lenge and improved its opportunity by 
constantly improving its product and in- 
creasing the value it delivered to readers. 

As a result, Tribune readers today make 
up Chicago’s largest and most responsive 
market for advertisers. Every day of the 
week, more than 725,000 families right in 
Chicago and suburbs turn to the Tribune 
for news, entertainment and buying ideas. 

This is a majority of all the families in 
metropolitan Chicago and practically as 
many as are reached by any two other 
Chicago newspapers combined. 

Because Chicago is accustomed to base 
most of its buying on what is advertised 
in the Tribune, you can get more sales by 
building your advertising program for 
Chicago around the Tribune. Rates per 
100,000 circulation are among the lowest 
in America. 


Average net paid total circu- 
lation during the official six- 


ae 
“a4 


sae | Chicago Oribune 


Sunday, 1,134,019 THE WORLD'S GREATEST NEWSPAPER 


60% 60% 
PERCENTAGE 
OF EXPENDITURES 
by Chicago department 
stores placed in the 
Tribune by years 
1929-1939 
50% 
40% 40% 
30% 30% 
1929 1930 1931 1932 1933 1934 1935 1936 1937 1938 1939 
(1st 6 months) 


a ee 


SEVEN DAYS A WEEK, more than 725,000 families right in Chicago and suburbs turn to the Tribune for news, 


entertainment and buying ideas—a tremendous audience which is accustomed to base most of its buying on what is 
advertised in the Tribune. 
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Asserts Consumers 
Ultimately Will 
Pay Chain Taxes 


Tax Has No Ratio to. 
Economist. 


Earnings, 
Complains 


Chicago, Aug. 30. 
well as producers suffer from state 
anti-chain store tax laws, according 
to an article by Dr. Maurice W. Lee 
published today in the Journal of 
Business of the University of Chi- 
cago. 

Dr. Lee is an assistant professor 
of economics at Utah State Agricul- 
tural College. His article, “Anti- 
Chain Store Tax Legislation,” is one 
of a series on business administra- 


tion published by the university 
magazine. 
Dr. Lee asserts that chain tax 


levies of the Indiana type, based on 
the number of stores in the state, 
place more burden upon smaller 
chains than on larger chains. Sup- 
porting this contention, he points 
out that under a nationwide 
Indiana-type chain tax, the 1,824 
stores of the Woolworth Company 
would be taxed a total of $178,674, 
or about $98 per store. 


The 4,253 stores of the Kroger 


Grocery & Baking Company would 
pay $604,264 annually, or about $139 
per store. Dr. Lee’s main point is 
that these taxes have no relation 
to earnings of the stores. 


Cites Tax Variations 


Woolworth’s profit per store 
ranged from $14,748 in 1929 down 
to $9,051 in 1932. Similar average 
store figures for Kroger were $946 
and $347. The tax for Woolworth’s 


store, under Indiana-type legislation 


would have been less than 1 per 
cent, even in depression years, al- 
though the tax for Kroger might 
have gone as high as 40 per cent of 
the net profits. Such a levy, Dr. 
Lee seetcacnaniie would have ob- 


Consumers as | 


ESTABLISHED ORDER ENDS AND NEW ERA IS BORN 


half @ coommry orr* 


Teanesarc, was liquidated 


THE ENO 


4 the people of the Sea, ‘ 


Cheap NN IVA. A. ELECTRICITY i hehe 


Sey @ ome he emt ont ot rome 
Tetey © tee dey ethan TVA mecwneny em: erowgh the ewer of 64400 Remmi 
e~ 
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° P¥ Sete, os cuuncE fT 


MERES BIC NEWS TOR THE HOME THAT WANTS 
TO USE MORE OF THE SMALLER APPLIANCES 


+ MMSHVILE ELRSTAIC SERYICE, 


SVERY A SETTER LIGHTED 
nome Because of Cheap T.V.A. Electricity 


Cheap T.V A. Hecirity » has come to Nashrulls 


_ SNES y Ste OS — a ete eee Oe 
ee te ee 


,— 1, 


The dramatic withdrawal of the Tennessee Electric Power Company in favor of the TVA was signalized by the appearance of 


these two advertisements in the same issue of Nashville newspapers. 


was conceived by Jo Conn Guild, Jr., 


viously forced several marginal 
stores from the profit into the loss 
column. 

“It appears,” he remarks, “that 
the very groups against whom the 
heaviest punitive pressure was sup- 
posedly directed are the ones least 
wounded, while the less hardy, 
poorly located small chains suffer 
the greatest hurt.” 

The Louisiana law, with a tax 
based on the total number of stores 
operated throughout the country, 
comes nearer the goal of “control,” 
he adds, but still fails to encom- 
pass many vital sales matters. A 
tax of this type on 10 national 
chains, he asserts, if based on 1935 
net income, would have cost at 
least three of them half their profits 


Announcing the new 
PARENTS’ MAGAZINE 
Commendation Certificate 
and new Commensation Seal 


THIS CRRTIVIES THAT 


meonal wrared ty 


aes 


‘The Parents’ Institute, Inc. cd 


PUBLISHERS OF “PARENTS WAL AZINE 


hee howe bern 


: ST) OLED AND COMMEADED HY : 4 


Tem emcee © et mtn oh 


ew Tek ey see ~« 


YHE Parents Magazine Consumer Ser- 
| vice Bureau in conducting ite product 
studies: (1) uses the chemical analysis and 
testing facilities of cutstanding commercial 
laboratories, when necessary: (2) consults 
leading authorities associated with the mag 


azine: and’‘or (3) conducts “use” test 
among its corps of 572 Parents’ Magazine 
Consumer Advisors. To products fouad 


worthy a Commendation Certificate and the 
use of the new Parents’ Magazine Commen 
dation Seal are awarded. 


{nereasing numbers of leading firms are 
using the Parents Magazine Seal, among 
them the General Foods Co. Scott Paper 
Co.. William Carter Co... Owens-Illinois 
(lass Co. and American Optical Co. They 
find the Seal useful in increasing conh 


PUBLISHERS OF 


“* The Parents’ Magazine 
+g Consumer Service Bureau 


AND AWARDED THE RIGHT TO USt (Ts sf at 


coat te etme where! - + tes cmt ot» bend ons ary 


dence among consumers, 
found the Parents’ 
tion Certificates 


Many firms have 
Magazine Commenda- 
helpful in inereasing their 
distribution among retail stores. 


Application blanks for product studies bys 
the Parents’ Magazine Consumer Service 
Bureau will be gladly sent on request. The 
Commendation Seal may be used not only in 
Varents’ Magazine but in othecr publications, 
in printed matter and on the product itself 
Hlectros, tags, stickers and decaleomanias 
of the Seal are available in various sizes. 


THE PARENTS’ INSTITUTE, INC. 


“PARENTS? MAGAZINE” 
9 Fast th Street, 


New York 


The effective portrayal of the liquidation of the utility 
Tennessee Electric Power Company president, who also wrote the copy. 
pictured represent significant chapters in the South's history. 


transition from private to government ownership is is to be accomplished. 


The books 


The TVA copy tells, in simple, explicit language, how the 


and would have put one into the 
red. 
“By and large, state legislators 


have shown surprising tendencies 
to ignore completely the very nature 
of chain store operations during the 
evolutionary stage of their regula- 
tory programs. This fact throws 
serious question either upon the 
competency or intentions of such 
bodies.” A fundamental fallacy of 
such chain taxes, he adds, is that 
the useful regulatory functions they 
may have are already provided by 
federal laws, while the control and 
revenue objectives are not obtained. 

The general effect of such taxes 
will be borne by labor groups, real- 
tors and _ stockholders, Dr. Lee 
charges. Indirectly, all of these 
groups may be thought of as con- 
sumers, and it might be said that 
the tax will ultimately be borne in 
its entirety by the consumers, he 
adds. 


PLEA FOR FEDERAL PROBE 
WINS ACCLAIM, NARG SAYS 


Chicago, Aug. 29.—The National 
Association of Retail Grocers today 
reported that its request to the 
Attorney General and Department 
of Justice for an investigation of 
chain store practices had won wide- 
spread approval from all branches 
of the trade. 

The NARG asked that special 
attention be given to practices and 
policies and practices in the fruit 
and vegetable field. It made public 
the comment received from one 
broker regarding this request: 

“There is no question,” said this 
broker, “but that the corporate 
chain subsidiaries and the retail 
stores of these corporates have tried 
to dominate most of the markets in 


| independent jobbers 


the country, not by fair standards 
but by coercion and threats to force 
and retailers 


to buy from them, on which they 


| collect the brokerage from the ship- 


per, in addition to 
| which have 
| from them.” 


the discounts 
already been extracted 


'To Use Business Papers 

| The U. S. Gutta Percha Paint 
Company, Providence, R. I., will use 
ten business papers in an industrial 
campaign this fall for its Barreled 
Sunlight paint. Copy will feature 
an explanation of how the “Rice 
Process” and modern synthetic in- 
gredients produce a quick-drying 
paint suitable for large areas. J. 
Walter Thompson Company, New 
York, is the agency. 


Join Newspaper Agency 

J. E. Dalinghaus, for 15 
with the Chicago Tribune, 
W. E. McCauley, for seven 
with Rodney Boone Organization, 
have joined the Chicago office of 
Williams, 
Company, 
tive 


years 
and | 


newspaper 


Equipment Opens 
Small Towns 
to Frozen Foods 


(Picture on Page 27) 


Chicago, Aug. 29.—As the result 
of new developments in equipment, 
quick frozen foods will be made 
available to the small town market 
in the immediate future, it was re- 
ported at the closing sessions of the 
convention of the National Food 
Distributors Association here last 
weekend. 

Four railroads have _ already 
adopted a new container which 
makes it possible for them to ship 
in less than carload quantities, and 
several others are experimenting. 
Truck lines are also prepared to ex- 
tend their service to small towns, 
though railroads were described as 
somewhat more aggressive than 
their rivals in this instance. 


The Old Plan 
Heretofore, large cities have ac- 
counted for over 80 per cent of 
consumption of quick frozen foods. 


Small town volume has come 
largely from the _ installation of 


freezing equipment by 
storage plants, for use in connec- 
tion with the refrigerated lockers 
which have become so popular re- 
cently. Under this plan, the owner 
of the locker provides the plant op- 
erator with fresh vegetables, which 
are frozen and then placed in the 
locker for later consumption. 

The town of Decatur, IIll., has 900 
such lockers, the local cold storage 
plant having “converted a nuisance 
into a business,” according to one 
speaker at the convention. 

Most of the new containers have 


local cold 


a capacity of 10 cubic feet. Rail- 
roads’ interest in such an invest- 
ment has been spurred by heavy 


claims for damage to shipments of 
quick frozen foods. 


Study Market Problems 
Problems related to buying habits, 
distribution peculiarities, and mer- 
chandising and advertising coverage 
will be studied by the market 
analysis department established by 
General Mills, Inc., Minneapolis. 
A. W. Wilbor, associated for several 
years with the 


ment, will be in charge 


ye ars | 


. ' 
Lawrence & Cresmer 
representa- | 


Drug Agency to Weinberg 
Thrifty Cut Rate Drug Stores, 
| Southern California drug chain, has 
jappointed Milton Weinberg Adver- 
itising Company, Los Angeles, as 
agency. Newspapers will be used 


Pharis Releases Film 


Pharis Tire & Rubber <a 
Newark, O., has released “Men 
Work.” a sound film showing | 
its tires are manufactured 


Stringer. Henry 


Get Important 


Radio Assignments 


| Washington, D. C., Aug. 30.—Ac- 

|cession of Arthur Stringer and 
| Samuel J. Henry, Jr., to the staff of 
| the National Association of Broad- 
‘casters this week indicated the 
}actual launching of projects long 
planned but held in abeyance. Mr. 
Stringer, who was formerly with 
Stations WLW and WSAI, will be 
in charge of special promotion, 
while Mr. Henry will head the Bu- 
reau of Radio Advertising. He has 
had broad experience, including 
service with Ludington & Eastern 
Air Lines, Columbia Broadcasting 
System, Cecil, Warwick & Cecil, 
and Joseph H. McGillvra, station 
representative. 

While Mr. Henry will 
himself to production of sales 
clinchers for radio salesmen, Mr. 
Stringer’s assignment will be of a 
somewhat more general nature. He 
will ‘‘sell” the American system of 
broadcasting in a variety of ways. 
One, “The Curtain Raiser,” de- 
signed to make listeners aware of 
the imminence of the fall radio sea- 
son, was begun this week. 

Special programs, spot announce- 
ments, tag lines on commercial and 
sustaining programs, lobby and 
store window displays will also be 
employed. It is possible that other 
media will also be used, depending 
on whether or not an appropriation 
can be raised to cover such adver- 
tising. 


devote 


Gas Sale Below 
Posted Price Wins 
Calif. Court Okay 


Los Angeles, Aug. 31.—A decision 
upholding the right of oil station 
operators to sell gasoline below the 
posted price was handed down by 
the appellate department of the Su- 
perior Court here this week. The 
ruling reversed the conviction of 
Paul Mason, service station opera- 
tor, who was found guilty in the 
Municipal Court of violating the 
State’s Petroleum Products Fraud 
Act. 

He was convicted of selling five 
gallons of gasoline at 16 cents a gal- 
lon from a pump on which the 
posted price was 18 cents a gallon. 

In reversing the conviction, the 
court held that the purpose of the 
law in the matter of prices was to 
prevent the public from being over- 
charged. In this case the purchaser 
was not overcharged and no injury 
resulted, the court reasoned. 


Circle Sachiners to Levy 


Circle Machinery Corporation, 
New York, manufacturer of air 
conditioning units and dry-cleaning 
machines, has appointed Raymond 
Levy Organization, New York, as 
advertising and merchandising 
counsel. Business papers and direct 
mail will be used. 


advertising depart- | 
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Tangee’s N ewest 
Lipstick Inspires 


Extra Campaign 
| New York, Aug. 30.—Encouraged 


by initial sales on Tangee ‘“‘Theatri- 
' cal” lipstick, George W. Luft Com- 
pany will augment its normal ad- 
vertising schedule this fall with a 
separate campaign on the new cos- 
metic. “Natural” has hitherto been 
the most widely promoted Tangee 
shade. 

Half-pages in Cosmopolitan, Red 
Book and This Week will be used 
monthly beginning in September, to 
advise women to “Be daring—be 
exciting without looking ‘painted.’ ” 
Large, close-up illustrations of lips 
that “looked painted” and lips with 
Tangee’s Theatrical smoothly ap- 
plied illustrate the point. Further 
emphasis is obtained by printing 
headlines, lips and the word 
“Theatrical” in the new shade. 

The new lipstick is described in 
the copy as having been “created 


at the request of America’s most 


| 
| 


| manufacturer. 


prominent actresses.” Warwick & 
Legler handles the account. 


Duram and Crowley 
Join Kastor Agency 


George Duram, formerly with 
Morse International, Inc., New 
York, has joined the media depart- 
ment of H. W. Kastor & Sons Ad- 
vertising Company, Chicago, effec- 
tive Sept. 5. 


Another addition to the Kastor 


ranks, effective at once, is Larry | 


Crowley who has been signed on in 
the copy department. Mr. Crowley 
was formerly with the Gardner Ad- 
vertising Company, St. Louis. 


Vars Appointed 

Addison F. Vars, formerly secre- 
tary, has been appointed to the 
newly created post of executive 
vice-president of Sterling Engine 
Company, Buffalo, marine engine 
Mr. Vars is also 
head of Addison Vars, Inc., Buffalo 
agency, and vice-president of Dill- 
ingham, Livermore & Durham, New 
York agency. 


Launching its annual institutional cam- | 
paign, the Advertising Association of | 
Great Britain has released new copy ex- | 
plaining the economic function of adver- | 
tising. One of the layouts is shown 


Soft Words Woo 
Pipe Smokers for 
Crosby Square 


St. Louis, Aug. 30.—The Christian 
Peper Tobacco Company has found 
that a smoothly worded compliment 
to the pipe smoker on his own vir- 
tues is the best opening for a copy 
story on the merits of Crosby 
Square pipe mixture. 

This was evidenced today as com- 
pany spokesmen announced that a 
campaign in Collier’s begun in the 
fall of 1938 would be resumed next 
week. 


Value of Small Space 


The Crosby Square campaign was 
cited by these spokesmen as an 
example of the efficacy of properly 
used small space, plus attention to 
slanting copy toward a particular 
market. It was pointed out that 
the extent of the company’s distri- 
bution barred a “big” campaign, 
ind that it had been decided to 
make consistent use of small space 
rather than spasmodic full pages. 

Each insertion is headed “Pipe 
Smokers,” and each message pro- 
ceeds at once to bestow a compli- 
ment upon this group. Examples 
proclaim pipe smokers as “tolerant, 
»pen-minded,” those who “get 
things done,” and those who 
‘don’t stampede.” 

The follow-up to each heading 
mplies that, with the virtue first 
yroclaimed, these pipe smokers are 
the type willing to give Crosby 
Square a try. A sample offer is 
neluded in all insertions. 


as 


Uses Tolerance Theme 


Copy on the “tolerance” theme 
oints out, “Where narrow thinking 
10lds sway, you'll seldom find the 
jipe smoker. He sees both sides— 
‘redits the good in everything.” 

“This spirit of open-mindedness,” 
opy continues, “gave Crosb; 
Square its chance. We made no 
laims, simply let this master blend 
f choice tobaccos speak for itself.”’ 

The company gives protected ter- 
tories to its distributors and urges 
ilisplay of the brand along with 
ther—and more heavily advertised 
ompetitors. The fall schedule will 
un through Christmas, culminating 
vith a quarter-page insertion fea- 
Other in- 
ertions average one-eighth of a 
age. Anfenger Advertising Agency 


indies the account. 


/ 
KSTP's technical staff now is completing a new 
0,000 watt installation, with the latest type 
transmitter and towers, guaranteeing maximum 


efficiency. 


For 11 years, every authentic survey shows 
KSTP to be dominant in the 8th Retail Market 


... The Northwest. 


Rates will not be increased until actual tests 
show clearly the size of ovr additional market 


coverage. 


For rates and schedule, address Ray C. Jen- 
kins, General Sales Manager, KSTP, Minneap- 


olis and Saint Paul; or Edward Petry and Com- 
pany — National Representatives, New York, 
Chicago, Detroit, Los Angeles. St. Louis and 


San Francisco. 


Rapper Revives 
Good Old Days 
with Pre-War Brew 


New York, Aug. 
brew, to be advertised as “the beer 
that made the old days good,’ was 
introduced here today by Jacob 
Ruppert Brewery following a series 
|of sales meetings. The new prod- 
uct, Ruppert Old Knickerbocker 
| beer, will be promoted in newspa- 
| pers, window displays and outdoor 
posters. 

The announcement schedule in- 
cludes copy in metropolitan New 
York newspapers as well as in 133 
| papers throughout the Ruppert sell- 
|ing area extending as far west as 
Nebraska and Texas and from 
Maine to Florida. Twenty-four 
sheet posters are planned on 1,500 
boards in 30 states. 

The sales meetings were ad- 
dressed by George E. Ruppert, 
president; J. Ruppert Schalk, vice- 


es PT 


SAT rer, 


wy, 


30.—A new 


president; James R. Nicholson, gen- 
eral sales manager; James P. Duffy, 
director of advertising and sales 
promotion; and Ray Vir Den, vice- 
| president of Lennen & Mitchell, the 
| agency in charge. 

| The new product, it was ex- 
| plained by Mr. Ruppert, marks a 
return to the beer formula intro- 
duced by Ruppert 40 years ago. The 
formula has not been used since 
prohibition. It was re-introduced on 
|a test basis here earlier this year. 


Bayne Promoted 


Joseph E. Bayne has been named 
assistant general sales manager of 
the Plymouth division of Chrysler 
Corporation, Detroit. For the past 
year he was director of sales in the 
Chrysler sales division. 


_Arvey to Expand 


The Arvey Corporation, Chicago, 
manufacturer of Impervo, card- 
board outdoor display, has pur- 
chased 135,000 square feet of addi- 
tional property adjoining its plant 
at 3462 N. Kimball avenue. 


The Northwest’s Leading Radio Station ... . Studios in Minneapolis and St. Paul 
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Voice of the Advertiser 


Crises No Reason for 
Promotion Laxity 
To the Editor: We 


have just 


sent the following timely letter to | 


our clients and others whom it may 
concern: 


We are hearing a lot about the | 


Battle of Nerves in Europe. What 
about the Battle of Nerves in Cana- 
dian Business? 

A leading Canadian manufacturer 
said to us early last week: “I cer- 
tainly hope the retail outlets will 
not get panicky. 
nerve then we are all set for a re- 
markably good Fall. 
down, then we go down, too.” 

We agreed with him—but further 
on in his conversation he intimated 
that he would cut down on his own 
selling plans. 
too much until the situation clears,” 
said he. 

We enquired if he wasn’t being a 
wee bit inconsistent. Was he not 
counting on the retailer to hold up 
his end for him, while he was not 
so keenly interested in holding up 
the retailer’s end? 

“You want the retailer to win the 
battle of nerves, while you 
heading straight for the casualty 
lists,” said we. 

He saw the point—and 
working for a good Fall season, 
because he is doing his share to 


keep things moving, and thus is 
winning the battle with his own 
nerves. 


War or no war, business will stil] 
carry on, and the timid will prove 
the biggest losers. Retailers will be 


quick to appreciate the selling 
ussistance they receive from the 
manufacturers at this time, even 


more so than at so-called ordinary 


times. 

No manufacturer 
consumer identification of his prod- 
ucts will gain by withdrawing the 
possibility of continual recognition 
it this juncture. And the retailers 
won't forgive him for leaving them 
with the bag because the dogs of 
war are straining at the leash three 
und a half thousand miles away. 

Did it ever strike you that the 
further some people are away from 
the scene of a conflict the more jit- 
tery they somehow feel? 

We listened in on a trans-Atlantic 
conversation the other night—the 
man on this side was full of fear, 
full of inquiry, full of wonderment 
us to how long he could carry the 
suspense—what suspense? He was 
talking to a man whose factory 
could be blown to atoms a few min- 
utes after war was declared, a man 
whose life’s work and that of his 
father and his grandfather could be 
shattered into thin air in a matter 
of seconds. This man and his fam- 
ily expected at any moment to 
become earth burrowers for months 
to come; maybe his bomb shelter 
would finally be destroyed “without 
trace’’-—yet his remarks were those 
of admonition to his Canadian con- 
frere who could only see chaos and 
ipprehend business difficulties to 
come. 

“Do you fully realize how fortu- 
nate you are in Canada, so far away 


from what might happen here?” 
said he. “Why don’t you go about 
your business—you are ‘sitting 
pretty.’ We here are calm, deter- 


mined and content that the best has 
been and will be done. The worst 
thing that can happen to us all is 
that we can defeat ourselves by 
osing this battle of nerves.” 

We don’t wish to give the impres- 
ion in this letter than we hold a 
nercenary viewpoint, vet we do 
now what will happen to Canada 
‘ven if In war we 
shall also play a big part as a sup- 
plier nation with all that entails. 
Industry will have to be established 
n Canada on an _ unprecedented 


war does come 


scale It doesn’t take a lot of 
magination to realize what that 
means to Canada—true there is a 


price to pay for protection and the 


vursuance of peace, but what we 
pay out is incomparable ‘to what 
we gain. 


Therefore, we in business and in- 


This department is a reader's forum. 


If they keep their | 


If they let! 


“TI don’t want to risk | 


are | 


is now | 


interested in 


Letters a 


re welcome ~ 


COPY PULLS AFTER 37 YEARS 


IT SAVES 


The Comptometer 


does the work of five human brains ; does not get tired or have ner- 

pSsSssss vous prostration, ITS RESULTS ARE INFALLIBLE when you 
- P © - learn how to use it; it is simp] * ADDS,SUB TRAC rs, MULTI. 

PLIES and DIVIDES automati« ally by simply touching keys—one 

motion, no lever to ope rate. Proc esses 50 quit Be pe rmits the hand- 

| ling of accounts not otherwise profitable Thousands in use. Write tor 
| Ld “ ; itt. trial offer. * Mechanical Arithmetic ™ is interesting reading; it’s tree. 


Felt @ Tarrant, 52-56 Hlinois St., Chicago, U.S. A. 


MONEY, TIME AND NERVOUS ENERGY — 


PRICE $125.00 


| oN. C., concerning this particular piece 
to promote its 


| wheels of industry in motion by 
| assuring adequate support to every 
entity in the chain of commerce. 
We can’t expect the retailer to do 
| more than his share, nor can the 
retailer ask the manufacturer to 
| jo more than his share. At this 
time the best business slogan is one 
| written by Dumas—‘“All for one 
ind one for all.” 

| EDWARD W. REYNOLDs, 

| President, E. W. Reynolds & Co., 

Limited, Toronto, Canada. 


v v 


| Lucky Break 


To the Bditor: The enclosed ad- 
‘rertisement was prepared much in 
dvance of the tension upon us at 
his time. Because we wanted it 


WAR... 


HAS BEEN DECLARED 


By the State Board of Health 
... Against Impure and Adulterated ... 
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THE HOUSTON PACKING CO. 


ned ner orien 


Operates the ONLY U.S. Government Inspected 


Meat Packing Plant in the Entire City of Houston 


read, and because we knew the 
people had been “war conscious” 
for so long a time, we felt that as 
nearly 100 per cent readership as 
could be expected from a _ single 
advertisement would be secured. 
Even composing room men at the 
Houston Chronicle noticed the 
“scare head” as the salesman moved 
about with the proof. Coming Fri- 
day at almost the crescendo of the 
present crisis was as timely as 
though we (ourselves) had fore- 
knowledge. 
JOHN L. DEBRUEYsS, 
Houston, Tex 


while lunching with one of our local] 
advertising men, I was reading a 
copy of ADVERTISING AGE and he ex- 
pressed interest in your publication. 
I have sent him a copy of the last 
issue and the chances that he 
will shortly be one of your sub- 
scribers. 

In the future, I am going to take 
your paper (after I am _ through 
with it) and send it to my different 
friends, in the hope of securing new 
subscribers for you. I do not expect 
any remuneration from 
doing this little favor. 

It might prove beneficial to you 
to publish my “idea” so that others 
may be inclined to give you a simi- 
lar deal—to which you certainly are 
entitled 


are 


you for 


BEN DAHLKE 


Dahike Stationery & Mfg. Com- 
pany. Buffalo, N. Y 


dustry should see that we keep the | 


’ ’ ’ 
Helpful Suggestion 
To the Editor: A few days ago, | 


Felt & Tarrant Mfg. Company received an inquiry from a man in Chapel Hill, 


of copy which the company ran in 1902 
Comptometer. 


| At Long Last 

To the Editor: We have just re- 
ceived an inquiry from a man in 
Chapel Hill, N. C., in response to 
this Comptometer advertisement 
which ran in 1902. To have an 
advertisement “pull” 37 years after 
its publication sets a new record 
for us. 

Back in ’02, the Comptometer was 
sold chiefly in competition with 
mental adders. Nevertheless, the 
copy is still fundamentally sound 


|and examination of a 1939 Comp- | 


tometer advertisement will reveal 

_ that we still emphasize savings in 

|time and money and, also, the 

| accuracy of our equipment. 
Incidentally, prices of the present 

| Comptometers start at $300. 

R. F. Drake, 

| Felt & Tarrant Mfg. Company, 

Chicago. 


| 


v v v 


|Sees FTC Action as 
Constructive Trend 


To the Editor: As advertisers 
we have been very much interested 
in recent cases reported by ADVER- 
tISING AGE, involving action by the 
Federal Trade Commission on 
leged fraudulent advertising. 

There is a tremendous lot of na- 
tional advertising which, if not 
fraudulent, is at least of a very mis- 
leading type, and in our belief, is 
put out with the idea of misleading 
the public. Any steps which the 
FTC may be able to take to curb 
this type of advertising will greatly 
benefit all advertisers whose aim it 
is to be honest in their statements 
and moderate in their claims, and 
we trust ADVERTISING AGée will lend 


al- 


its influence and support to this 
move. 
ADVERTISING AGE can do much 


towards bringing advertising to a 
higher plane of honesty and decency 
and I’m confident that you will use 
your best efforts to bring about this 
much desired change. In our esti- 
mation, the general public would 
welcome such a change and as 
advertisers we feel that honest 
advertisers have nothing to fear 
from the FTC 


H. R. Buck, 
Ferndale Nursery, Askov, Minn 


v v v 


Contest Winner Lands 
Advertising Berth 


To the Editor: Since starting to 
work, on July 24, I have intended 


that the 
competition 
least, responsible 
I had planned to do secretarial 
work, but much to my surprise, was 
offered the chance to write direct 
mail advertising material for the 
Sanborn Company, in Cambridge, 
manufacturer of medical diagnostic 
equipment. It is 


reason 


essay 


ADVERTISING AGE 
was, in part at 


not a large con- 
cern, but since it advertises (and 
isells) chiefly by mail, there is a 


great deal of this sort 
be done. 


of work to 
i 


to get an actual start and some ex- 


|} perience in the advertising line 
The first mailing in which I have 


| had a part has already gone to the | 


|printer. A smaller one than usual, 


writing to tell you about it, for the || 


who are considered likely prospects 
|for a used metabolism tester. This 
| instrument was my first assignment, 
|and studying it, learning about its 
|use, and watching it being built in 
| the factory was certainly an inter- 
| esting experience. 

Will you please pass on the money 
‘order which I am enclosing to your 
subscription department? I should 
like very much to read ADVERTISING 
| AGE every week. 

The trip to New York has now 
| become just a memory but certainly 
'a most wonderful one. Now that 
the check has gone on its way, the 
| framed certificate which I received 
| is more valuable to me than ever. 
| It is indeed a beautiful thing to own 


and I am very proud of it. I said 
|above that the essay was respon- 
_ sible for this start in advertising. 
_With some other things I had writ- 
ten, it led Sanborn Company to be- 
| lieve that I could be trained to do 
‘their sort of work. Consequently, 
‘I am doubly grateful for what 


| ADVERTISING AGE did for me. 


RutH C. CRICHTON, 
Milton, Mass. 


{Editor’s Note: Miss Crichton 
won first prize in the 1939 ApDvER- 
TISING AGE essay contest and was 
awarded $250 in cash and a trip to 
|New York. She was graduated 
‘from Simmons College, Boston, in 
(June. | 
vey 


| 


New Angle on 
World's Fair Copy 


To the Editor: So much has been 
‘said about the New York fair in 
sweeping claims and vague gen- 
eralities that we believe we have 
accomplished something in our new 
promotion brochure for the gas in- 
dustry by getting down to cold 
facts, dramatically presented. 

Designed for wide use by hun- 
dreds of individual gas companies 
and gas appliance manufacturers, 
the presentation necessarily had to 
have a flexibility of appeal to 
almost every type of business 
enterprise as well as to any grade 
of gas company employe. 

Every line of it is statistical (at 


it is going to about 7,000 doctors | 


the expense of two months’ hard 
work in assembling the data.) 

It claims the entire fair grounds 
from entrance to exit as a grand 
showroom for industrial and com- 
mercial gas at work, and, indeed, 
does not confine its attention to the 
buildings and exhibits sponsored by 
the gas industry. We can show 
that 87.2 per cent of the entire fair 
is, in effect, a non-residential gas 
display. 

Finally, it does not talk about 
commercial and industrial gas on 
display, but discusses it with its 
sleeves rolled up at work. 


Harry W. SMITH, JR., 
Director, Industrial Gas Pub- 
licity, American Gas Associa- 
tion, New York. 


ao 


Advertiser Pays to 
Give Pat on the Back 


To the Editor: This advertise- 
ment appeared in the Aug. 15 issue 
of Sanitary Engineer. We call it to 


Congratulations 
to 


SANITARY ENGINEER 


Lhe ght ageton Me opmcarioe into Canmde of weed ~iummbing 
wd ewung Nenares, Seater) Ragioner will Reve the mapper of 4! 
" ~ 


(rane Lamised has sheave uphetd che orderly mactering of phuanb 
i 1G 10d Rewring protects through quali lied plumbers aed steam 
usw 


your attention because it is rather 
an unusual instance where an ad- 
vertiser had bought space to extend 
congratulations to the publication. 
W. H. JAcKson, 
Sanitary Engineer, Toronto, 
Canada. 


Anita Day Hubbard 


San Francisco, California 


Sunset appreciates the praise of one of the Pa 
{| cific Coast’s outstanding woman columnists.— 


Publisher. 


' 
1] in aver 225,000 
' 


i} hames 


| 
|} 
} 
| 


| 
| 


I enjoy it very much and | 
consider it an excellent opportunity 


SUNSET 
RY 


_-——--—-* 
——<- 


OPTIMISTIC SANITY 


Dear Sunset: By all means, renew my subscrip 
tion for two years more! 


You are the very essence of comfortable, opti 
mistic sanity in a very dizzy world. 


All power and grace to you! 


| : 
Guide, Philosopher & Friend Summed 


Western 


—_ 


p » a rT oy h i a ..° ¥ ne Sacramento Street, San Francisco, Calif. 
08 es, 426 South + New York, 551 Fifth Ave.; Boston, Old South Bldg. 
Chicago, 75 F Wacker Drive; Detroit, 710 Stephenson Bidg. | 
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Prize Barley Crop 
Is Theme for E&B 
Beer Campaign 


Detroit, Aug. 30.—A prize Michi- | 
gan barley crop has provided Ek- | 
hardt & Becker Brewing Company 
with a copy theme similar to that | 
used by many tobacco advertisers, | 
although something of an innova- | 
tion in the brewing industry. 

The new E&B campaign places 
major emphasis upon barley, rather 
than on the company’s brew. It 
stresses the fact that Michigan bar- 
ley is judged the best in the coun- 
try; that the supply is insufficient 
for the state’s ’39 brewers, and 
urges Michigan farmers to devote 
more acreage to this crop. 

Ekhardt & Becker, copy points 
out, has been fortunate enough to 
obtain the choicest crop in the 
entire country, grown in the Sagi- 
naw valley and sold at a premium 
price more than three times the 
amount regular crops received in 
the open market. 


Varied Media Used 


Opening gun in the drive was an 
outdoor poster which appeared as 
the barley cutting season began. It 
pictured a field of barley and was 
captioned, “A Picture of Health... 
E&B Special Beer, Brewed from 
Michigan’s finest grains.” Radio, 
newspaper, magazine and point-of- 
purchase advertising bulwarked the 
drive, 

Newspaper copy repeated the 
poster picture and added a 1,500 
word story on barley and the mak- 
ing of E&B beer. Although stress- | 
ing the care used in brewing E&B 
beer, this story can easily be classi- 
tied as institutional copy through 
its greater emphasis upon the value 
of good barley acreage to Michigan 
farmers. It points out that produc- 
tion must be increased to 16,000,000 
bushels to satisfy the demand of 
Michigan brewers. It also stresses 
the value to the farmer of concen- 
trating upon unique quality, rather 
than quantity, in order to obtain a 
ready market and premium price. 

Brindley-Roth, Inc., is the E&B 
agency. 


Iowa Dealers | 
Resume Copy with 
Strike Unsettled 


Des Moines, la., Aug. 31.—De- 
spite the fact that a strike of jani- 
tors and elevator operators has not 
been settled, Des Moines retailers 
decided to resume their advertising 
today, and newspapers began to as- 
sume a normal appearance after a 
long drouth. 

The Building Service Union, to 
which the janitors and elevator 
men belong, struck in Younker 
Brothers Department Store Aug. 2. 
Retail Associates, an organization | 
of retailers formed to handle labor 
questions, decided to withhold all 
advertising until the controversy 
was settled. With absence of copy 
resulting in a dearth of business | 
and no immediate settlement of the 
labor issue in prospect, the organ- 
ization decided to resume advertis- 
ing today. 


Reason for Stand 


The stand of the Retail Associ- 
ates was taken out of a desire to 
forego any competitive advantage. 
the organization said in large news- 
paper space last week. The adver- 
tisement said that the dealers be- 
lieve the position of Younker to 
be sound, fair and reasonable. This 
position is that membership in any 
organization, labor or otherwise, 
should not be a condition of em- 
)loyment. 

Younker itself used a full page 
n the same issue of the Des Moines 
Register to outline the issue—a 
‘losed shop. 

“We have always endeavored to 
elect each employe on a basis of 
lis or her fitness for the job, rather 
than because of affiliation or non- 
ifiliation with a union,” said the 
‘copy. “We are now fighting for a 
ontinuation of these policies and 
rinciples.” 


y BOASTS CREAM OF LOCAL CROP 


BREWED FROM 
MICHIGAN'S 


The superb quality of Michigan berley provides Eckhardt & Becker Brewing Com- 
pany with a powerful promotion theme. 
Michigan barley crop and tells how E&B beer is made. 

point-of-purchase advertising also tell the E&B story. 


Newspaper copy also emphasizes the 
Magazines, radio and 


| Advance Date for | 


Entries in Export 
Copy Competition 


New York, Aug. 29.—In order to 
tie in with the National Foreign 
Trade convention and the New York 
World’s Fair, the closing date for 
| the contest sponsored by the Export 
| Advertising Association has been 
,advanced from Oct. 31 to Sept. 30. 
The new date was announced yes- 
terday by George P. Reinberg, ex- 
port manager of White Laboratories, 
Inc., and chairman of the contest 
committee. 


He explained that the convention | 


order to allow delegates to visit the 
exposition before it closes Oct. 31. 
The contest, open to any Ameri- 
can company advertising abroad, 
embraces several different classi- 
fications. Winners will receive cer- 
tificates at ceremonies planned for 
Oct. 9 at the convention, when the 
association will act as host at a 
luncheon session. A seven-man 
jury which includes representatives 
from export advertisers, agencies 
and publications will judge the en- 
tries during a week-long display at 
World Trade Center at the fair. An 
entrance fee of $1 is required. 


Two Name Forjoe 
Forjoe & Co. has been named to 


| has been advanced from the usual | represent WLBC, Muncie, Ind., and 


|November date to Oct. 9-11, in| 


WCOU, Lewiston, Me. 


*..and all of these 
things ab-so-loot-ly 


every bottle of this vA 


mar-vee-lus snake oil? SHA A 


WOATI is neither running a “medicine 
show” nor selling “snake oil”. 


Believing that the effectiveness of exagger- 
ated claims and special deals went out with 
the medicine man, WOAI adheres rigidly to 
the code of ethics adopted by the National As- 


sociation of Broadcasters . . 
rs 
i 


. and to the form 
the AAAA contract. There are no special 
concessions to any advertiser ... either in rates 


for station time, ‘extra’’ merchandising services 


9 special talent ‘deals.’ WOAI does not... 
and will not... cut rates directly or indirectly 
under the guise of ‘combinations’ ... since 


such practices seldom prove profitable in the 
long run... to the station, to the advertiser or 
his product. 

WOAI ... designated by the Federal Com- 
munications Commission as the “Class I" radic 
station in San Antonio... is justly proud of its 
outstanding record of seventeen years’ progres- 
sive operation in the Southwest, under the 
same management. 


- 


% 
% 
4 


The continued association of hundreds of 


’ 


national and loca! advertisers with WOAI over 
a long period reflects their well-merited confi- 
dence in WOAI's far-reaching influence. 


In scheduling your radio advertising in the 
Southwest, study WOAI coverage maps. . 
note the greater reach of 50,000 watts, day and 


night, on a cleared channel . 


.. based on ac- 


curate field-strength measurements of independ- 


ent engineers and on thorough mail analysis. 


Inspect the exhaustive report of WOAI's 


listener preference... 


as shown by the only 


authenticated comprehensive survey of listen- 


ers ever made in the San 


Antonio territory 


that there is no finer, more modern studio and 


transmission equipment in the Southwest... 


nor more capable station personnel. 


} 


Compare... and you wi! 


| place your ad- 


vertising schedule with confidence .. on WOAI. 


San Antonio 


50,000 WATTS © 1190 KILOCY CLES 
CLEARED C€ 


HANNEL 


“The Most Powerful Advertising Influence in San Antonio and the Southwest” 


NBC, RED and BLUE + REPRESENTED EXCLUSIVELY BY EDWARD PETRY 6 CO., Inc. ~« TEXAS QUALITY NETWORK 
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Case Tractor 
Goes in for 
Brilliant Color 


Flambeau Red Adopted, 


as Trademark of New. 


1940 Models 


Racine, Wis., Aug. 30.—Said 
the first time, in the farm 
i:inplemext industry, at least, that a 
distinctive color has been made the 
pringboard for a complete mer- 
chandising campaign, J. I. Case 
Company is making a spectacular 
presentation of its new Flambeau 
Red tractor series in national 
tate farm papers. 

F. A. Wirt, advertising manager. 

explained the shift from drab bat- 
tlefield gray to a torch-flame 
this manner: 
“What to do when you bring out 
new model with a hundred worth- 
vhile advances for speed, con- 
venience, economy and durability, 
but many of them built into the 
vitals of a machine, hidden from 
the casual eye? Especially if you 
happen to be a conservative com- 
pany with a conscience about super- 
ficial scenery? And if for 
a century you had been cultivating 
u critical clientele, quick to sense 
any departure from functional de- 
ign? What’s more, if the product 
must be identified, not parked at 
ihe curb, but half a mile away in 
the depths of a cornfield? 


ark 


From Gray to Red 


“Confronted with these problems, 
the J. I, Company chose to 
make mark of its new 

actor eries a color contrasting 

ividly with prior From 
' battleship gray, guns 


Case 
color the 
models. 

the spray 


7,000 SOUTHERN PHOTOS sc: © 


Aimost every type of subject and scene to be found 
in the South, including many general illustrative sub- 
fects as well as all kinds of rural scenes: cotton, 
cotton farming, livestock, poultry, roads, rivers, 
boats, homes, etc. Many fine pictorials and scenics 
8x10 glossy prints. Selections sent on approval. 
Inquiries solicited 


DOWN SOUTH PHOTOS, GERMANTOWN, TENN. 
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and | 


red, 


nearly | 


60: 


there is news for vou news of o great mop toward 
plete mastery of sour —~ prodacioe probiens 
freedom trom old lant usens ae time ond cose. te ts 
sory that can come only from oct of fare 
the orm Company hey Cem huildong 
power driven farm asechiners for nearly a century. that 
owered the farm ores 
rer fe thes 
"Thi ” ay . 
rave been watting for U vou sre tired « ul neding 1m your 
tor every few years ot « loss yew have learacd 
tallecy @f erecterts that covet a lathe less to 


power 


every bemibte be 


Mm i if you have fo 
it powcr or power withowt speed 
hes ot the pres « termpower cows you ever heard costly power 


room and take « be dels. Geo and 


aot PMr EVES OF MEE COM CRIEME, More eCOnOnmy 
lammgether more tractor than you ever ssa before 


IMPROVED EASY OWN 


vie a0 the ew Cane m dune more pro 
dealer show: the 
shown aberee 


In name and in copy J. 


switched to red. It had to be a 


| distinctive red, different from those | 
Publishers 


already used on farm machines 
Flambeau 
| borrowed from the Flambeau Rive: 
of Northern Wisconsin. It was along 
this stream that Chief Sky captured 
ithe baby bald eagle which was to 
| mature ‘Old Abe, the famous 
the Eighth Wisconsin 
Infantry in the war between the 
states. Old Abe ultimately achieved 
a commercialized immortality as the 
ltrademark of the J. I. Case 
| pany.” 

With color playing such a prom!- 
/nent role in the tractor itself, it 


as 


IS 


714 


8,076,194 


Lines of paid advertising first 7 months 1939 


,649 


Lines more than same period 1938 


und the gains continue vear after vear. because SAN ANTONIO 
Express and SAN ANTONIO EVENING NEWS are accurate, interest- 
ing, sparkling newspapers. These newspapers go into the homes of 


San Antonio, South and West Texas; and the whol family likes to 
read their news, editorials, comics and large variety of other fea- 
tures. These qualities of interest have built up a great reader- 
following, who have contidence in what appears in their columns 

The Express and The Evextxne News are elbow companions of 
the retailer, the jobber, the buver--and particularly the housewife, 
Th Siile messages get action. 


San Antonio Express 


SAN ANTONIO EVENING-NEWS 


| beau 


Com- | 


|contrast to the old 


+? wr : a ao” 
\V\ORE THAN A MODERN TRACTOR 
... A Faster, Freer Way to Farm 


See the best-douking tractor that ever bore the Com 
he 


apart from ordinary iwactoss See at the caght some of 
the special new twateres in the Plarabess 
fur remember- -eodurance and ecomomy arr 
ured ty features aod specications, but in the reputation 
and resources of the manutacturer, the precision of 
tbiddea craftmanship. the proper propertionmng of 
oh and bearing 

Face your see farm 
farmpower Free yoursell feons the Limitaticas of lamas 
Feel the security of getting soar farming 

aptly amd at less 
model t aut your farm the 
1) towr- wheeler, marl couponiotas 


EASY OFF IMPLEMENTS 


“© ‘> pmpower MACHINERY 


Red, finally adopted, is|§ 


| Red 


BRILLIANT COLOR DISTINGUISHES TRACTOR | 


SEE IT 


Flashing New | 
|  lambaaa red 


| 


| 


Auto Type Gear Shift 


et, Sub bard cutbertant 


Four Speeds Forward 


deep beauty of added edor omen: New tousth goer end cober ures gre. 


of poised power and 6 perfect ft | up w ten miles od engine 
for its job... the «bidiag beauty thar he pre funcromal pag os ye yan yy ond 
dewgo Novice how the Plambeas Red finish som adh hak can Td 


wt Other apweds rau! 
ed mentets ‘ 5 miles ae bow 
obs 


not meas 


ome ch the tult femme of tase 


Fuel-Miser Carburetion 


roblems with this mew faster 


mw See your Case 


“i 


(Sie vue case. 
i. KODACHROME 


W astren 


| 
| 
re 


|. Case Company steps out with a brilliant hue to tell a 
colorful sales story. 


only natural that it should also be 
given prominence in advertising. 
and printers, Mr. Wirt 
have given splendid coopera- 
in reproducing the Flambeau 
in some instances having 


aid, 
tion 
Red, 


| worked from actual painted panels 


provided by the factory. 

He also explained that the Flam- 
Red tractor line represents 
the modern conception of close co- 
ordination of engineering and pro- 
motion staffs. All departments of 
Case worked together to make the 
new model efficient and salable, “in 
way of waiting 


until the factory doors swung open 


and being told, ‘Here it is—-see 
what vou can do with it.” 
Copy in Color, Too 


Announcement is being made it 
color pages in national farm papers, 
supplemented by pony spreads and 
fractional pages in state papers. 
Spreads in color will also appear in 
business papers, with color pages to 


follow. A broadside, also in the 
nature of an announcement, has 
been prepared on the new Models 
D and DC, with major illustrations 
made from Kodachromes. Another 
broadside, also with major shots 
from Kodachrome: deals with 


greatly improved Models R and RC, 
smaller members of the Flambeau 
series. These broadsides are 
being sent in response to early in- 
quiries and later will used to 
cover dealer and branch house 
mailing lists. 

Trade announcement copy heralds 
‘The newest tractor with the oldest 
name.” while farm paper advertis- 
ing slips into the vernacular of the 
soil, with the claim, “More tr 
than you ever saw before.” 


be 


acto! 


Showmanship in Preview 
All other 


harmonize 
notif established for the 
tor. Taking a leaf fro 
motive notebook, the co: 
veiled the new machine 
ceremonies before 
executives. with brilliant lighting 
effects revolving stage help- 
ing to arouse enthusiasn Simila 
staging was used for local dealer 
neeting: 
Special! 
turing the 
| provided 
| houses 
include 
hangers. 
for 


details ot 
with the 


the campaign 
spectacular 
new trac- 
the auto- 
pany un- 
vith fitting 
branch house 


and a 


letterheads in color, 
new tractor. have been 
for headquarters, branch 
and dealers Dealer helps 
window streamers, wall 
ten-foot muslin banners 
outdoor display and other mate- 


fea- 


rial which will give a festive ap- 
pearance to the ordinarily incon- 
spicuous quarters « the retailer 


The company is also providing 
dealers with one-minute radio com- | 
° ' 
in 


_mercials for use individually or 

groups, newspaper advertisements 
in mat form and color slides for} 
‘theater advertising. Western Ad- | 
| vertising Agency handles the ac- 
count. | 


Buick Teaser Copy 
Marks Its Entry 
in 1940 Parade 


Flint, Mich., Aug. 29.—Buick 
Motor division of General Motors 
“unofficially” started its 1940 cam- 
paign today with the release of 
teaser copy to several hundred 
newspapers, following previews of 
the new line held here last week. | 


The opening series consists of 18 | 


180-line insertions, each captioned 
“Foreword for 1940,” and each con- 
taining brief information about 
new features of the line. 

Actual date of the Buick an- 
nouncement has not yet been dis- 
closed, although it was said that 
final assembly output is being in- 
creased rapidly. Production is ex- 


pected to total 


Jan. 1. 


100,000 cars by 


Slogan Is Alliterative 


Complete details of the Buick 
campaign will not be released until 


the formal announcement date. 
However, A. H. Belfie, director of 
merchandising, and one of several 
Buick executives to address press 
representatives at the preview here, 
said that the company will again 
use large size newspaper insertions 
at announcement time in addition 
to a substantial magazine campaign. 
Use of spot radio on 103 stations 
and several thousand outdoor pos- 
ters is also contemplated. Buick’s 
slogan for 1940, following closely 
the alliterative tone of other years, 


“Best Bet’s Buick.” 

Press representatives were among 
the first to preview the new line. 
They were followed on successive 
days by the Buick field organiza- 
tion and a series of dealer delega- 
tions. West Coast dealers will have 
their preview in Los Angeles, Sept. 


= 
‘. 


IS 


Arthur 
agency 


| 
| 


Kudner, Inc., is the Buick 


Coming 
|Conventions 


Sept. 8-10. Convention of Conti- 
nental Agency Network in Milwau- 
kee. 

Sept. 11-14. Annual convention, 
Financial Advertisers Association 
Royal York Hotel, Toronto. 

Sept. 19-20. Annual meeting. 


National Publishers Association, 
Skytop Lodge, Skytop, Pa. 

Sept. 20-22. Annual 
National Industrial 
sociation, Hotel 

Sept. 25-28. 


conference, 
Advertisers As- 
New Yorker, N. Y 
Annual convention, 
Advertising Typographers Associa- 
tion of America, Belmont Plaza 
Hotel, New York. 

Sept. 27-29. Annual convention, 
Direct Mail Advertising Association 
Roosevelt Hotel, New York. 

Oct. 1-4. Annual meeting, Mai! 
Advertising Service Association. 
Hotel Astor, New York. 

Oct. 2-3. Boston Conference 
Distribution, Hotel Statler, Boston 


Onl 


Oct. 16-17. Fall meeting, News- 
paper Advertising Executives Asso- 
ciation, Chicago. 

Oct. 17-18. Fall meeting, Inland 
Daily Press Association, Hotel Sher- 
man, Chicago. 

Oct. 19-20. Annual convention. 


Audit Bureau of Circulations, Hote] 
Stevens, Chicago. 

Oct. 19-20. First annual meeting. 
Packaging Institute, at Edgewate: 
Beach Hotel, Chicago. 

Oct. 25-28. Annual convention, 
Association of National Advertisers. 
The Homestead, Hot Springs, Va 

Oct. 26-27. Annual convention, 
Pacific Council of American Asso- 
ciation of Advertising Agencies, 
Hote] Del Monte, Del Monte. Calif 


} 


NO IDLENESS HERE 


A. H. Belfie, Buick merchandising direc- 


tor, shows one of the novelties to be 
used in sales promotion work during the 
coming season. 


Offer Advice on 
Food, Drug Law 

Surety Advertising Bureau has 
been formed with headquarters at 
280 Madison avenue, New York, as 
an advisory service to aid advertis- 


ers in conforming with recently 
enacted food, drug, cosmetic and 
other legislation. 

Milton M. Rockwell, formerly 


with Fairchild Publications, is man- 
aging director. Other principals are 
A. D. Gellis, chemist; F. H. Korff, 
engineer; Harry Levine, textile 
technologist; Clarence P. Hornung, 
trademark and packaging consult- 
ant; and Francis Finkelhor, attor- 
ney and author of “Legal Phases of 
Advertising.” 


“Colors & Contours” Out 


Ward’s Reports, Detroit, has pub- 
lished the first issue of “‘Colors and 


Contours,” a monthly styling serv- 
ice supplementing its automotive 
reports. It will contain reports of 
industry’s progress by color and 
design. 
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Arctic Gives 
lce Cream Copy 


Educational Job 


Kansas City Producer 
Defeats Price Appeal 
with Quality 


Kansas City, Mo., Sept. 1.—As 
the second summer of its adver- 
tising adventure ends, Arctic Ice 
Cream Company, of this city, is 
congratulating itself on weaning the 
public away from low-price cream 
into the quality field, with never a 
mention of price, nor an excursion 
into controversial topics 
would zive its competition a chance 
to capitalize on Arctic thunder. 

During the depression, Arctic, in 
common with other manufacturers 
of quality ice cream, suffered from 
the onslaught of rivals who empha- 
sized price. Many of the latter 
established ice cream huts at con- 
venient locations. Gradually, how- 
ever, they abandoned these service 
stations in favor of raids on the 
outlets of established producers. 
The latter soon discovered that they 
were being forced out of business 
by a cheaper product which ap- 
pealed to the public when its buy- 
ing power was low. 


Starts Cencerted Drive 


Arctic marshalled its forces 
against this competition in 1938 
with a heavy newspaper, radio and 
poster campaign placed by Beau- 
mont and Hohman. As a merchan- 
dising hook, it promoted a flavor of 
the month. By unusual design and 
interesting illustration, the company 
won the confidence of the public 
and convinced a large segment that 
Arctic ice cream is always to be 
preferred to other brands. The 
same__ strategy owas continued 
through 1939, and the company 
believes that it has entrenched itself 
so strongly that while gallonage 
will show a seasonal decline with 
the arrival of cool weather, it will 
still hold up above the mark of 
other years, reflecting greater over- 
all consumption. 


Arctic Cub Pictured 


Averaging about 800 lines, news- 
paper copy was dominated by the 
Arctic trademark, a _ polar cub 
whose antics won wide popularity. 
The slogan, “There’s nothing finer 
out of a freezer,” was also given 
prominent display in every adver- 
tisement as a fundamental part of 
the story. Copy was short, but 
unique in form, taking the shape 
of a pyramid, an inverted pyramid, 
and many other figures, the single 
rule being that no repetition would 
be tolerated. 

Three radio stations were used, 
two carrying 30-word station break 
announcements, the third 100 word 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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In these two charts Dairy Industries Supply Association shows (left): how the ice cream advertising dollar is spent, and 


(right) the re 


length, the same pattern was em- 
ployed, an example of the shorter 
announcement being, “Will the 
blonde in the Fidelity Building 
who lunches on a budget please lis- 
ten? Order delicious Arctic fresh 
peach ice cream—rich and nutri- 
tious in thick, heavy cream. Re- 
member, Arctic ice cream.” 

Further announcements were ad- 
dressed to “the harried housewife 
who never has time for pleasure,” 
“the Fairway mother whose child 
is underweight,” “the dyspeptic 
gentleman farmer out Olathe-way,” 
“the Argyle Building physician 
heard giving diet advice,” and many 
others. 


J udges Analyze 
Highlights of 
Winning Windows 


(Picture on Page 27) 

Chicago, Aug. 30.—George M. 
Allen, display manager of the Cast- 
ner-Knott Company, Nashville, won 
first prize in the window display 
contest conducted by the H. W..| 
Gossard Company, Florence E. 
Smith, advertising manager of the 
corset company, announced today. 
Albert S. Grover, E. W. Edwards & 
Son, Rochester, took second prize. 
Judges of the 175 photographs 
entered in the contest were Lucille 
Knoche, industria] designer; Harper 
Richards, of Raymond Loewy, Inc., 
designers, and William Welsh, illus- 
trator. Five third prizes and ten | 
honorable mentions were awarded. | 
Prizes aggregated $500, with $150 
going to Mr. Allen. 

Miss Knoche and Mr. 
issued separate comments on the! 
prize winning windows. While they 
were in general agreement on the 
virtues of the prize winning win- 
dows, they differed in details. 


Appraisal of Displays 
Miss Knoche said of the Castner- | 
Knott window: | 
“This is an excellently organized 


| ° . . 
| window, keeping merchandise para- 


mount in importance. The simple, 
rather classic background lends 
dignity, does not compete too much 
in interest with the central theme— | 
Gossard corsets. Display units have 
an abstract, yet very feminine feel- 
ing, the whole being well tied to- | 
gether by the cursive caption ban- | 
ner. The lighting is well done. The 
window does a good job of display- 
ing, attracting, and convincing, in | 
a dainty, uncomplicated fashion.” | 

Mr. Richards’ appraisal of the | 
same display said: 

“This is an excellent window, | 
simple, direct and _ beautifully | 
executed with a strong merchandis- | 
ing story well told. The plain back- 
ground lends an air of spaciousness | 
to the design, at the same time em- 
phasizing the feeling of femininity | 
which is introduced by judicious 
use of textures in quilted materials, | 
perfumes and artificial flowers. | 

“The lone figure, well handled in | 
blending with the severe back- 
ground, lends height as well as) 
accents use of merchandise, all of 
which is beautifully tied together 
by caption banner. Lighting is 


excellent for use of shadows as 
well as focusing of attention. Espe- 
cially commendable is that the 
attractiveness of the whole display 
is due to careful thought and good 
planning, rather than to too expen- 
sive materials or labor.” 


lative popularity of different advertising themes. 


Schmitt Leaves Reinhold 
Frederick E. Schmitt, Jr., has re- 
signed 
Reinhold Publishing Corporation, 
New York, to join the advertising 
department of Hercules Powder 
Company, Wilmington, Del. 


as promotion manager of | 


Alabama Okays Drive 


The Alabama legislature has 
passed a bill appropriating $240,000 
for a four-year tourist campaign. 


|Gov. Frank Dixon is expected to 
|sign the measure which calls for 


a $60,000 annual drive, with $50,000 
of this sum to be raised through 
taxes on lubricating oil and the bal- 
ance taken from the general fund. 
As introduced (ADVERTISING AGE, 
June 26) the bill called for a $90,000 
annual campaign but this figure 
was later reduced. 


o . 

Comfort” Linage Shown 

Comfort magazine, Augusta, Me.., 
has reported an August linage total! 
of 1,964 as compared with 2,436 in 
1938. Page totals, respectively, are 
2.9 and 3.6. These figures were in- 
advertently omitted from the Pub- 
lishers’ Information Bureau tabula- 
tion in ADVERTISING AGE Aug. 21. 


Fisk Runs Drive 

Fisk Tire Company, Springtield, 
Mass., ran one of its largest cam- 
paigns in recent years in a pre- 
Labor Day drive in 200 newspapers. 
Quality in tires was emphasized. 


Monroe Joins Buchanan 
Paul Monroe, radio director of 
Lambert & Feasley, New York, has 
resigned to join the radio depart- 
ment of Buchanan & Co., New York. 


Make Your Own Records with 
richards, this New RCA Victor Recorder! 


Suggest it to your clients for sales 
campaigns and salesmen training 


It's an idea that will help you sell your ideas! For when 
you make your own records of suggested advertising 
campaigns and radio programs you make them truly 
convincing by giving them /ife/ Moreover, it’s an inex- 
pensive way to make client presentations—and has many 
other advantages too! You can make your records under 
favorable conditions. You can present the best of several 


recordings. And if your client is out-of-town the record 


may be mailed for only a few cents. 


You can give your clients extra service, too, by sug- 
gesting the use of this RCA Victor Recorder for their 
sales campaigns —and for training salesmen. Many lead- 
ing firms are making such recordings successfully. 

The uses of an RCA Victor Recorder are many and 
varied. And its excellent performance is the natural 
result of RCA Victor's unmatched experience in sound 
recording and reproduction. Simple to operate, the RCA 
Victor Recorder instantly plays back the records it makes. 


For full details mail the coupon. 


_ PUT ITON 


KA 


RECORDERS 


RCA Mig. Co., Inc., Camden, N. J. « A Service of Radio Corp. of Ame 


RCA Victor De Luxe Recorder, Model MI-12700. The finest equipment 
of its type for instantaneous recording and immediate play-back, of al! 
forms of sound. Turntable speeds of 78 or 33 1/3 ¢ p.m.; recording from 
center out or rim to center. Accommodates records from 6" to 16" in diam 

eter. High-fidelity components used throughout insure best results both in 
recording and play-back of completed records. Newly designed . 
cutting head. Complete with velocity Microphone and floor stand $47 5 


This Recorder is also available in Portable type with turntable rotation of 


78 r.p.m. Accommodates discs of from 6" to 12” in diameter. Immediate 
play-back. High-fidelity throughout. Complete with RCA Aero- 
dynamic Microphone and table stand 7 


2 he 


Trademarks ‘RCA Victor’’ and “‘Victor’’ Reg. by U. S. Pat. Off 
by RCA Manufacturing Co., Inc. 


For finer radio performance, RCA VICTOR RADIO TUBES. 


Manufacty : Depr A 
ring C - AD.9, 
Please send "8 Co., Inc. 


tails abour t 


*Prices f.0 b. Camden, New Jersey, subject to change without notice 


Listen to the Magic Key every Monday night 8:30 to 9:30 P. M. 
E.D.S.T. on NBC Blue Network. 


ial Sound Section 
: » Camden N 
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LOOKS LIKE A SPICY TIDBIT 


Theodore R. Kane, a.m., Dairymen’s League Cooperative Associa- 


Higher Standard 
Getting Personal Higher Standards 
erative sscci- Urged for Entry 
tion, didn’t let the strike in the N. me ae aceasta Getle dene. -_ 
a Ps Sr thera wither ote pts Po cveng. Bey ba - Into Advertising 
| | 


Gardner Cowles, Jr., president of Look and member of the promi- 
nent Iowa publishing family, now owns the Cardiff giant, famed as 
the greatest fake of the 19th century. The promoters who had the 


Elevation of Craft 


“prehistoric monster” made, and then dug it up and made a fortune to Professional Status 
by exhibiting it, once turned 
down an offer by P. T. Barnum Suggested 
ARTISTIC TRIUMPH of $150,000. No longer that val- 
uable, the giant reposes in the New Orleans, Aug. 29.—Hope that 


Cowles home. . . the profession of advertising will in 
o time rank with that of medicine or 
Bari Esonms, a be nr law in regard to entrance require- 
Myers Company, : has gg ments and standards of practice was 
from his summer Sojourn, we expressed by Leroy Swartzkopf, 
Charles Mortimer, a.m., General governor of the Tenth District of 
Foods Corporation, and Henry the Advertising Federation of 
S. Gage, a.m., Delaware, Lacka- | america at a district directors’ 
wanna & Western Coal Com~- | meeting here last week. 
we ae still enjoying the easy Other subjects scrutinized by the 
life... directors included opposition to 
Kenneth Wilson, son ot! |anti-advertising books; improve- 
R. Cade Wilson, publisher of (ment of retailers’ attitude toward 
Popular Science Monthly and | advertising, and the curbing of un- 
Outdoor Life, has announced his | worthy advertising solicitations. 
engagement. . . Eric Ridder, son Mr. Swartzkopf emphasized the 
of Joseph Ridder, newspaper (importance of the Tenth District's 
publisher, also plans matrimony | efforts to obtain recognized stan- 
with one of last season’s deb- | dards for the profession. 
utantes. . “A man can’t just hang out a 
A. S. Hatch, gen’ s.m., Lin- | Shingle and automatically become 
coln Motors Company, took time | 2? advertising man,” he asserted. 
out last week to stage a break- | “It takes experience and a sound 
fast to fete his 15 best salesmen, |ackground in advertising funda- 


Scene at the Fuller & Smith & Ross annual staf golf party at Maplewood, N. J., 
with Associate Art Director Rudy Cronau telling a story. In the background are 
Gabe Ondeck, Vice-President George Wever, Al Seaman; in the foreground, 

John Reynolds and John Wagener. R. J. C. Engel took the picture. 


Collusion Charge Lead Pencil Association, or any 


|similar association, monthly statis- 


by FTC in Order tics showing new orders, production | 


for shipment, unfilled orders, and 
- inventory of finished stock, and 
on Pencil Makers causing the association to report to 
Washington, D. C., Aug. 30.—The each member the industry totals 
Federal Trade Commission stepped | With the individual percentage of 
into a hitherto untouched field to- |@My member of such totals.” 
day with issuance of an order bar- Also forbidden by the order is a 
ring 13 major manufacturers of |™ove by the association or any of 
wood-cased lead pencils from con- |its members toward effectuating | 
tinuing agreements among them-|@"Y agreement or combination to | 
selves allegedly in restraint of | fix or maintain uniform prices in | 


‘ 4 = who are being rewarded with a_ | ™mentals. 
trade. |the United States for the sale of | : sendy a ca 
. Peek Mena —s its |Comparable wood-cased lead pen-| Fred McCaleb, member of the art de- ‘TIP to On Fae ane & tame | Urges License System 
The Lead Pencil Association, its | , continental plane ride in be- “pial ' 
ir era * ect . 1 | cils. partment of Fitzgerald Agency, New “One of the Federation’s objec- 
president and commissioner, Wil- | Orleans, with the II l-lb. tarpon he tween 63 , ann 4 “eae 
s. ————— , : — ‘ wes Sms . |tives is eventua Oo mé adver- 
liam A. McDermid, New York, and ° : nabbed in Lake Pontchartrain, which is Louise Dykes, J. Walter |ticing a professi ty A poco 
the companies are named respond- Plans Drive for Picture inside the city limits. He occupies sec- Thompson Company space buyer, |.” . ges 
ents. These companies—many of : d pl in th t icipal , i | enter and practice as law or medi- 
. es <s an} | General magazines and newspa-| °"¢ Place im the current municipa chose Martha’s Vineyard, Mass., | ine We even advocate the estab- 
them national advertisers—include | pers will be used by Walter Wan- contest. for her vacation. Her stay had to §;..)° wy 
: : thie | am ie aT nea Se ee ‘ lishment of state boards to examine 
the Joseph Dixon Crucible Com-| ger Productions, New York, in a be prolonged, however, when she | d li . lified : 
pany, Hassenfeld Brothers, Inc.,and | campaign for its forthcoming pic- an icense qualified persons to 


th moh Mab A y ture, “Eternally Yours,” starring underwent an emergency appendectomy from which she is now recu- 

e Eberhar aber, merican y wlernally Ss, Star ati - . a ms : jf 

Lead, Eagle, Richard Best, Blais- Loretta Young and David Niven. acing a hese —— “2 vind peeve ie — Ste eile te 

aa” deen tee tional. Reliance. Isertions in black-and-white and | Won the agency league’s basketball title last winter, they adde 

U Anse : ry d Cater ¢ < d Watton: in two colors are being prepared for their laurels by beating Lord & Thomas in a play-off for the baseball 

skal eon ea \e re an A ace the magazine list which includes title. Frank Nolan, media dept., captained the team which was 
il companies. save Amer- 


nam Collier’s, Cosmopolitan, Liberty, coached by Beb Stewart, Buick account executive. . . 
ican are members of the association. Life, Look, The Saturday Evening 


i practice advertising.” 

A decline in the circulation of 
‘alleged anti-advertising books was 
{reported by the Dallas Advertising 
|'League. Spokesmen for this ‘club 
'said that its efforts toward combat- 


Thi ' ‘ge ; . believes that | ing activiti ibrarians 
This company withdrew from that | Post and Time. Donahue & Coe, Jay Hormel, prexy of George A. Hormel & Co., believe ‘at | ing activities of school, librarians 
‘ : “ iE reer ag , pean those who make his product should meet those who help sell it. |in circulating such books had won 
group in 1938. New York, is the agency. , - : : : 
pceibailattcacedeia Accordingly, he hired a private car in which he transported the entire | wholehearted cooperation from both 
Charges Price Fixing To U. S. Steel cast of his radio show from Hollywood to Austin, Minn., where a | school and library officials. 

The FTC has ordered the re- OU. ». ee broadcast was staged in a specially-built studio at the factory... , A. J. Jarrall, past president of 
spondents “to discontinue entering oo bones —— gg 3 Roger Kenna, a.m., Marlin Firearms Company, who sells a couple the Advertising Club of New Or- 
into agreements resulting in unlaw- fy). O°, Siegan “imestone | ® of dangerous weapons—guns and razor blades—is a new bridegroom. leans, emphasized a widespread 

ha Hy Chemical Company, has been named : . r ignorance among retailers as to the 
ful restraint of competition through | vice-president in charge of raw ma- ~~ John L, Grimes, a.m., Wheeling Steel Corporation, forsook West | !8nora 8 S as 
_ . a. : . . s < . ve » « 2-0 . ‘er : 5 “ 
fixing and maintaining uniform | terials for United States Steel Cor- Virginia for New York briefly last week. . . value and use of advertising. “It 


prices for their products, and other | poration, Pittsburgh. He succeeds 
practices.” Thomas Moses, retired. 
Respondents are further pro- 


3 € Ng . “how 
Gretchen Thomson, niece of Col. James M. Thomson who pub- Seen he commented, “hi - 
P , ot little many merchants know of ad- 
lishes the New Orleans Item-Tribune, was queen of the 1937 Apple en BE ; ; er 
: : vertising costs, results and methods. 

Blossom Festival at Winchester, Va. Now she’s somebody else’s queen 


hibited from “consulting with each and is é They are in many respects as 
‘ s altar bound... : : IT Se CE ar Re ; 
other with respect to a standardiza- WFIL Advances Dodge in 1S ignorant of adv er tising Ss true pur- 


tion program having as its objective Fred Dodge, formerly production Vincent Callahan, former manager of Station WWL, New Orleans, !pose and value as are the house- 
the limitation of the styles, grades | #@@8e?, has been appointed pro-. stopped off in Gotham enroute to his new job with Station WBZ, wives responsible for the many 
ed : 5.3} gram director of WFIL, Phila- Boston. . . Ray V. Hamilton, - ‘consumer movements.’ ” 

or qualities of wood-cased lead delphia. Alston Stevens, chief an- 


“ncile P Pag ¢ . ; manager of Station KXOK, St. Spokesmen for both the Shreve- 
et a ne and offered | nouncer, will become production — Louis, chose Virginia for vaca- BIG ONE GOT AWAY i ge Houston clubs commented 
or sale by them; reporting to the manager. : > . 
tion purposes, . upon recent attention to stamping 
Gar Young, who writes for out unworthy advertising solicita- 
Geare - Marston, Philadelphia, tions. The Shreveport club organ- 
also writes for magazines in his \ ized a vigilance committee, oper- 
spare time. Latest was “My Son ating like a Better Business Bu- 
Collects Stamps,” which appears reau, and reduced such solicitations 
in the September issue of Na- , 150 per cent in a year’s time. 
tion’s Business. . . Publisher | The Houston club presents solici- 
Bernarr Macfadden is a grand- ‘tors of this type with a question- 
father again. jnaire bearing approximately 75 
H. K. Dugdale, executive v.p. 
of Van Sant, Dugdale & Co., 


| sections. 
Baltimore agency, is back on the 
job again after a lengthy absence 


' following a leg operation. | | 
ive IBC ; | Marion L. Brown, daughter of | | 
Stations reach the largest L. C. Brown, publisher of the 2s 
: Italo-American audience in the St. Petersburg Independent, was =Saaam 
7 % country... play before _ arried Aug. 26 in that Florida —- — 
: ~ : city . San 
approximately 1,500,000 who Don Snider, art director of —T 
: spend over a Billion Dollars | New Orleans Public Service, is A, J, Spoerl, vice-president, Cramer- 
annually! That's why old ac- one of seven membe “ :' of the Krasselt > mg ona mg + gm a 
, New Orleans Camera Club whose common fishing mishap to E. F. Krein 
- counts renew year after ined prints have been accepted for advertising meneger, Massey-Harris 
= zg and that's why more and more exhibit at the New York World’s Company. The scene is Crow Leake, near 
er new concerns are coming into Fair. . . Margaret M. Kedian, Kenora, Ontario, Canade. 
eS this separate and distinct mar- assistant a.m. of New England ——— 
ket. Results prove you can run Confectionery Company, will handle the business and social meetings 
% of the women’s group of the Advertising Club of Boston during the 
up tremendously /arge soles at coming season. 
low cost per listener which is Harold Marshall, copy director of Embassy Advertising Company, 
something to cheer about! New York, is saying, “I told you so.” He predicted the Russian alli- 
% ; ance with Germany ‘way back in June in his column “Manhatta: 
a ' Murmurs,” published in the Jackson Heights Journal. . . 
: * ee a > Le < Howard Henry, art director of Howard Swink Advertising 
haa ‘THE INTERNATIONAL — ~/ La Agency, Marion, O., is now privileged to talk about the time he made 
: " 


a hole-in-one. The event took place a couple of weeks ago.. . 

Les Sholty, v.p. in charge of Maxon’s Chicago office, is national 
chairman of the Society of American Magicians’ convention and will 
bring them all together in Chicago next year 


WWPEN tcc wens 


WM PENN BROADCASTING COMPANY. Pen aoErnis 


NEW YORK MOAPCAS ne ta NEW YORK ae 
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The Test of a 
Reference Book 


The supreme test of any reference work is 
the frequency and effectiveness with which it 
is used. If it contains useful information, con- 
veniently and carefully arranged, so that (1) 
users develop the habit of looking in it for 
information they need, and (2) users find the 
answers to all, or most of their questions, it will 
be used whenever information is needed. 


That test The Market Data Book issue of 
Industrial Marketing has passed successfully. 
To thousands of advertising and sales execu- 
tives, and to hundreds of agency executives, 
it stands as the symbol of useful reference 
material—a volume to which they always turn 
first for market and media information on all 
fields of trade and industry. 


The wisdom of telling an adequate story in 
a publication like this is apparent. The 1940 
edition, going to press October 10, will be placed 
in the hands of users October 25, when it will 
be put to immediate and almost constant use 


during the busiest budget-building and schedule- 
making season. 


Arrange for representation in the Market 
Data Book issue now. 


INDUSTRIAL MARKETING 


100 E. OHIO ST., CHICAGO 330 W. 42ND ST., NEW YORK 
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ADVERTISING AGE 


SE cue! 


September 4, 1939 


with $6,538,447 


Advertisers 


New York, Aug. 31. — Expendi- 
tures of major national advertisers 
in newspapers—figures which have 
previously been subject to esti- 
mates only—became matters of of- 


of Advertising of the 
Newspaper Publishers Association 
issued a comprehensive report on 
1938 budgets of the 622 companies 


American 


Heading the list was the R. J. 
Reynolds Tobacco Company with 
$6,538,447. Liggeti & Myers To- 
bacco Company was second with 
$5,646,153, while General Motors 
Corporation ranked third with $5,- 
131,475. 

The Bureau's report, compiled by 
Media Records, Inc., differs from 
other tabulations of newspaper ad- 
vertising published by ApbVERTISING 
AGE in previous years. The new 
report, for example, shows dollar 
expenditures rather than linage to- 
tals. It also shows not only the 
expenditures for the various prod- 
ucts of each company, but those for 
various groups of products. 

The 622 advertisers whose ex- 
penditures are listed rolled up a 


English language daily and Sunday 
population and more. 


sents 83.1 per cent of 
tional advertising 


all the 
expenditures 


na- 


dia records. 


| Delightfully transformed 
with new furnishings . . . 
new decorations . . . new 


equipment... The Black- 


stone now offers you 

modern, up-to-date com- 

forts and conveniences, 

yet maintains that rich, tra- 

| ditional atmosphere which 
; has made it world famous. 


Under the Some Management as 


The Gotham The Drake 


wate rORe CIT cwrcace 


The Evanshire The Town house 


Cvansre 105 ancrics 


Belleview Biltmore 


BELLEAR fia 
A S. Kirkeby, Monaging Dwectar 


The Blackstone 


MICHIGAN AVENUE 
CHICACO C6 


RJ. Reynolds Tops 
"388 Newspaper List 


Bureau Report Reveals 
Dollar Totals for 622. 


ficial record today when the Bureau | 


who spent more than $25,000 each. | 


NEWSPAPER EXPENDITURES IN 1938 BY | 100 LEADING ADVERTISERS 


total budget of $123,537,724 in all) 


newspapers in 760 cities of 10,000. 
This repre- | 


in | 


1938 Expendi- 1937 
Ranking Advertise: ture Ranking | 
95 Aluminum Company of America ..$ 250,313 273 
12 American Tobacco Company ..... 1,632,181 12 
38 Anheuser-Busch, Inc. ............ 545,081 165 
85 Se Oe rd cs ae eae naa ee ews 282,469 43 
88 Atchison, Topeka & Santa Fe Railway... 275,557 91 
28 Automobile Dealers & Mfrs. of U. S 668,315 F 
75 Ballantine, P., & Sons ..... 326,612 112 
36 EE ee eer ee eee 571,959 47 
35 nD i a 575,693 68 
50 NE CI is dis 66 ks Rhee ween ee 436,293 7 
96 Borg-Warner Corporation Seta ea eae eee 245,597 26 
37 Bristol-Myers Company ........ 557,964 45 
52 Browne Vintners Co., Inc....... ' 432,239 48 
89 California Fruit Growers Exchange. 5k Danecataca 274,922 ti 
59 Canada Dry Ginger Ale, Inc........... 400,505 61 
71 Canadian Pacific Railway ............. 358,353 88 
56 Ce I I, cca ne caves dase beens 409,021 114 
4 Chrysler Corporation ...... TeeTTT eet tis 6 
57 CS EN 6 iv banie'e oo sacs ccd i ceeees 407,151 34 
10 Colgate-Palmolive-Peet Co. ........... 1,723,783 15 
92 Consolidated Cigar Corporation ............ 265,112 101 
53 Consolidated Edison Co. of New York...... 425,359 jes 
41 Continental Baking Corporation ........... 520,791 60 
34 Comeeneeh Cll COMIONT ©. icc sec er eccess 584,723 55 
49 Corts PrOciets ORRIN CO. onc cc eccewes 450,654 147 
18 Curtis Publishing Company .............. 998,409 38 
93 Crrties CamGy COMO 6c cc ccc rcs ccesees 256,190 234 
51 Eastman Kodak Company ................ 435,350 42 
63 Emerson Drug Company ......6.scececcess 394,600 82 
47 SO ee ee ee ee 459,886 98 
81 Florida Citrus Commission ............ . 309,730 81 
6 Pe ee SN, be ceric cee sci reas cnys 2,576,835 5 
27 FPreamerort DDIStIIOTIeS, TMC. 2.65 ccc avevive 668,341 29 
94 General Baking Company ................. 255,221 95 
21 General Cigar Company .............. 872,564 25 
22 General Electric Company ...... 834,089 18 
16 General Foods Corporation ... 1,160,787 14 
30 ee . 633,505 200 
3 General Motors Corporation ... weees 5,131,475 1 
74 Goodrich, B. F., Company............... 340,388 57 
48 Goodyear Tire & Rubber Co.... rr 455,854 17 
61 Greyhound Management Co. ............ 396,981 67 
68 Hamburg-Amer. Line-No. German Lloyd 377,520 110 
90 Hearst Newspapers ............... er 273,967 89 
| 82 Hecker Products Corporation . 302,151 80 

17 Se ee ere 1,099,843 20 
73 Hills Bros. Coffee, Inc. ...... ...... 356,892 92 
20 Hudson Motor Car Company... Ags 946,811 30 
60 Jergens, Andrew, Company. . 397,987 166 
1] ee Be, rere re eerererrery 1,682,693 22 


the newspapers measured by Me- | 


In issuing the report the Bureau | 


| 
| 


_— 


emphasized that attention must be 
given to certain conditions under 
which it was compiled. The fig- 
ures shown include expenditures in 
The American Weekly and This 
Week, both of which are reported 
as newspapers by Media Records. 
No allowances have been made 
for contract rates, inasmuch 
figures have been computed by ap- 
plying the one-time rate to the 
space used. The Bureau points out 
|that, while the totals may thus not | 
represent actual expenditures, they 
are comparable for 


Neither do the figures include ex- 


penditures for dealer cooperative 
advertising. 
The tabulation in the adjoining | 


'column shows dollar expenditures 
‘for the top 100 advertisers, the 1938 
ranking for each and the 1937 rank- 
ing. Figures in this latter 
|have been compiled from previous | 
Media Records reports in which | 
linage totals only were shown. An- 
other tabulation presents the dollar 
expenditures for various product 
groups. 

In leading the pack for 1938, R. 
J. Reynolds usurped the crown held 
by General Motors for the past sev- 
eral years. The tobacco company 
ranked second in the 1937 listings 
on a linage basis. This company, 
it is recalled, among 


ranked second 


as all 


all advertisers. | 


column | 


jin the radio listings. 

| Liggett & Myers’ newspaper bud- 
|get lifted it from third place in 
{1937 to second place in 1938. _ It, 
|ranked third among magazine ad- 
'vertisers and 11th among the radio 


| leaders. 


Reference to the magazine list- 
|ings of these companies involves a 
| duplication of any sums spent in| 
| The American Weekly or This 
Week which are included in the 
|newspaper figures as well. 


Chrysler Is Fourth 


1938 Expendi- 1937 
Ranking Advertiser ture Ranking 
99 EE SN ick Gav ebackaneutene 244,230 115 
5 LMVOE HOR. CORI oo ccc cc ccccnccas: . 2,896,080 7 
62 Libby, McNeill & Libby.... yt Rd ea . 396,201 119 
2 Liggett & Myers Tobacco Co................ 5,646,153 3 
58 Ss Wis RAE sa bs eco xc ewedconess 406,954 4 
46 McKesson & Robbins, Inc.................. 465,309 56 
69 Motion Pictures’ Greatest Year, Inc......... 371,744 ig 
32 pee te a & a er 596,189 21 
73 National Biscuit Company ................. 344,175 51 
23 National Dairy Products Corp.............. 788,320 39 
13 National Distillers Products Corporation.... 1,624,515 9 
78 New York Telephone Company............ 317,142 74 
86 Cisotyene DIsGers, TG. 2c ccc sc cicewesses 282,017 145 
66 Packard Motor Car Company ............. 384,618 41 
64 ee 8, rrr ri te a 387,122 52 
40 Pepsi-Cola Company .........sscsececeevers 523,603 69 
24 PamsoGent COUMRRG cc iikce cc tiiesccesciwne 788,143 35 
97 Philco Radio & Television Corporation...... 245,597 32 
79 Phillips Petrolotam Co. ..cccsccsscscescccce 314,777 isi 
83 A PPT TTTTT TT TERETE ee 299,358 65 
80 Potter Drug & Chemical Corp.............. 310,112 78 
98 Premier-Pabst Sales Company ............ 244,606 72 
7 Pee Ge Gee GO. bk bie 5 oe eee crecweses 2,445,827 11 
39 Quaker Oats Company .......:.cccsccceees 540,474 23 
100 Radio Corporation of America ............ 235,487 50 
26 EE EE ree eee ee 713,496 100 
1 Reynolds, R. J., Tobacco Company.......... 6,538,447 2 
91 Daten TOE CO oii ciicswencecusannss 265,239 83 
8 Schenley Products Co. .......cccecsseeeees 2,400,154 10 
14 Seagram Distillers Corporation ............ 1,557,451 8 
54 Socony-Vacuum Oil Company, Inc......... 416,450 24 
55 Somerset Importers, Ltd. ... ee 410,450 36 
7 ee MRT OCUTCTERT ILE PAT eer 322,625 73 
15 ee ee ee ere eee 1,261,950 13 
44 Standard Oil Company of California........ 483,208 58 
19 Standard Oil Company (Indiana).......... 989,989 33 
67 Standard Oil Company of New Jersey...... 378,650 64 
65 Standard Oil Company of Ohio....... 385,958 54 
9 ge iy) Se || ee 1,751,516 16 
7 Studebaker Corporation ................ 276,270 19 
33 Re Be rere rr errr ees 586,865 31 
29 SS EE rere rs er ree ee Te ee 635,480 66 
70 oO are eee 360,823 53 
84 ce) ee eer eT 290,728 a 
45 Tide Water Associated Oil Co..... 474,638 46 
77 NN ME a oreo ae is anh kbldete ate Wa ws 322,583 za 
31 Vick: Chemical Company 2... 6ic cece cceues 604,805 37 
43 Wander Company oc ccccssccess pas 499,820 76 
25 Hiram Walker-Gooderham & Worts, Ltd. . 743,303 27 
42 Westinghouse Electric & Mfg. Company.... 515,785 49 


This chart shows the 100 leading newspaper advertisers of 1938 as compiled by Media Records for the Bureau of Advertising. 
along with those for 1937, a seemnng in that year are by linage totals, rather than dollars and mncenansanaid as shown now. 


place with $2,400,154. Ninth place 
went to Sterling Products, Inc., 
with $1,751,516, while 


Current rankings are shown! 


1938 magazine advertisers and 18th|moved from tenth up to eighth | tyme Distillers from 145th to 86th. 


in view of 
situation, 


Of additional interest, 
ithe tense international 


Colgate- | 'was the figure shown for the Ham- 


Palmolive-Peet was tenth with $1,- | burg- -American Line, a leading ad- 


723,783. 

The report also shows that two 
all-industry campaigns 
for a substantial sum. The Automo- 
bile Dealers and Manufacturers of 
U. S. spent $668,315 in the used car 
drive. The widely publicized 
“Quiz” contest, sponsored by Mo- 
tion Pictures’ Greatest Year, 
dustry organization, broug 
papers $371,744 in advertising rev- 


General Motors, which took third | enue. 


| place among the newspaper leaders, | 
| was followed by Chrysler Corpora- | parative rankings are also revealed 


| tion, sixth in 1937, with a budget of 
$3,391,903. Both were 
|top ten magazine advertisers. 


fifth place with $2,896,080, 
up from seventh place in 1937. Ford 
Motor Company ranked sixth with 


$2,576,835. It was fifth in the 1937 
tabulation. 
Procter & Gamble Company, one 


of the leaders in radio 
zine linage, increased its 1938 news- 
paper ranking with a _ budget 
$2,445,827. This gave it 
| place compared with 
1937 
Schenley 


and maga- 


as llth in 


Products Company 


Several interesting shifts in com- 
in the report. 


for a time and thus dropped from 


Lever Brothers Company was in fourth place in 1937 to 58th place | 
moving in 1938 with a budget of $406,954. 


General Mills increased its rank- 


,ing from 200th to 30th in 1938 with 


a budget of $633,505. Another to 
move substantially upward was the 
Aluminum Company of America. 
It had 273rd place in 1937 and 95th 
in 1938 with a budget of $250,313, 


of | largely accounted for by its contin- | 
seventh | uing institutional campaign. 
went from | 


Anheuser-Busch, Inc., 
165th to 38th place; Kellogg Com- 
pany from 22nd to 11th, and Olde- 


accounted | 


ht other the 622 advertisers spent more 


| than $500,000 each; 120 had budgets 
/in excess of $200,000 and 240 were 


P. Lorillard & Co.'! 


among the | forgot about its Old Gold sts : 
6 & — , —s Cees | motive and tobacco led the rest as 


_vertiser in this field, which moved 


from 110th place in 1937 to 68th in 
1938 with a budget of $377,520. 

The budget of $523,603 shown 
for the Pepsi-Cola Company gave 
evidence of the stiff competitive 
fight in this field. Coca Cola Com- 
pany spent $407,151. 

The Bureau report shows that 42 


above $100,000. These are accumu- 
lative totals. 

Classification of expenditures by 
products shows that grocery auto- 
several A 


they have for years. 


breakdown is shown on Page 23. 


sera CUTLER 
- MEN'S SHOES 


This 
men 


oF MONEY Bact 


D convennenr cuTiem somes was 


SSS . _ 


~— 


Day and Night Service « 


Make Your 
Advertising 
Command .. 


Shoe Company 


by Faitbora. 


today, advertising must stand out— MUST DOMINATE. 


advertise- 
t for Cutler 


produced 


aes 


Fine Typography, Engraving and Printing are very 
essential elements. You'll] find all THREE at Faithorn. 


FAITHORN CORPORATION 


504 SOUTH SHERMAN STREET - CHICAGO 


attention 


To win in the keen advertising competition of 
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~ PRODUCT EXPENDITURES. IN NEWSPAPERS FOR 1938 


CLASSIFICATION EXPENDITURE Heaters and Stoves............. ae 391,659 
PY, Ry) ee rae ee ee $ 885,162 Misc. Housing Equip. and Supplies. —e 733,994 
ALCOHOLIC BEVERAGES ............. 16,744,559 po errr 1,342,500 
Ee ee ue ae es aS ye ooo kate. C ae 4,862,003 ee 1,426,395 
Pee emer mie 11,515,979 JEWELRY AND SILVERWARE. 100,555 | 
0 ee er ee ee ee 366,577 lS! ee ere ee ee 11,151,231 | 
MEE. kao ips weve ewaxeses s aes 851,840 posi BP se. Pr 1,732,248 
AEE, asp sawed eo eka See 21,873,391 PROFESSIONAL AND SERVICE.... 27,235 
NS Ss oa bao. ga aa RUE MAY 10,881 iat Pt ys) rrr 6,144,676 
pe he err rr 6,860,866 NE oe os bin 648 OS Ae ERO 2,300,575 
Parts and Accessories............se0.8:. 355,556 DE ¢baéecsusdssevetsépeabenes 2,241,589 
Passenger Cars, New and Used........ 12,101,817 ee eereTereLeeeeee 1,602,512 
» & hy | ae re 1,443,935 pot adie Kay: aera ia ara 6,470,736 
Trucks and Tractors.................. 821,759 REE co 5 ckwceeh ee dea cee Pek hnee tee 1,561,047 
Miscellaneous Automotive ............ 278,577 RRS SES Ae Ser ee ee eS Sere 669,078 
CO, hbo 3'5.0 6 has caendenriocae 987,049 RE PC OPE CRTC LOCO TOLLE TC 888,308 
Ee ree 400,779 EE ee ee eae 3,661 
re fe 55s heehee een eat 30,349,239 ES CORED 65.565 65.0 540s s-eweee es 627,800 
i Pe cieccrcabcatadedeee ea 3,455,233 Lo) 2 ERG On eee are ne 17,576,442 
ES ee ee ee 5,426,968 SP rrTerr rT TT TT eee eer 2,434,752 
CE Seth isdwcwensans ene de 2,712,892 PPT TTTET ELLE 13,747,767 
ie ee aka ease sk bie sw kas 1,756,893 Tobacco ...... 1,084,997 
Miscellaneous Beverages ........... 957,183 Miscellaneous Tobacco’ Puatiannbheaawe 308,926 
Cereals and Breakfast Foods.......... 4,222,142 yar 1 oR i os th) ivy - 9,873,902 
EE, Cv seucer lug nakeenaase anes 1,247,448 pn PPTTTETULT LTE 264,118 
0 UB rere ree eee 3,148,681 ES Oe ree eee ee ee 2,434,073 
Disinfectants and Exterminators...... 228,876 Perfumes and Cosmetics.............. 2,185,074 
Laundry Soaps and Cleansers......... 4,706,206 SE TED. nw pwed ce dneaee senses nss6e 3,075,823 
Meats, Fish and Poultry.............. 1,792,264 Miscellaneous Toilet Requisites ....... 1,914,814 
Miscellaneous Groceries .............. 6,121,421 TRANSPORTATION 9,277,669 
piogy © OPS eB: os yy Sree 3,367,004 PS, ee Pe ee eee 474,571 
HOUSING EQUIPMENT AND SUPPLIES 4,594,010 ee ve ad bh ekg aes tae eee 936,240 
pe PTET POET CECT TT Te ee 68,646 Railroads 3,317,397 
Pe I 5 hbo 5 6s eb eaeecceaes 336,414 Steamships 3,519,462 
Automatic Refrigeration .............. 1,369,811 0 Ne rere eee ee 674,965 
D> cc ccGCeneacendeeeeeaee asa s 61,101 Miscellaneous Transportation ......... 355,034 
re On ee ee 589,239 WEARING APPAREL ................. 1,347,567 
Furniture and Furnishings............ 1,043,146 SR Ee er $148,713,036 


Promotion 
Review 


The Daily Capital of Topeka, 
Kan., has sent prospects a magician’s 
box, about the size and shape of 
the boxes which carry cod liver oil 
globules. Sliding the drawer out 
in one direction you see a vision of 
a Kansas wheat field. Sliding it 
the other way, you see a “$1,000 
note,” the first fold on a selling 
folder that tells how in the land of 
Kansas “seeds are magically 
changed to new wealth.” 

x * + 

Publishers must love the publish- 
ing business, because so many of 
them create new publications from 
time to time to merchandise the 
mes they have. One of these is “I 
Think,” of which The Country 
Home has just issued No. 2. This 
publication contains 28 pages and 
in attractive yellow cover, and is 
filled with a representative collec- 
tion of letters to the editor. Inter- 
spersed are reproductions of ad- 
vertisements the publication has 
been using in the advertising press. 

* ~ * 

“Up from Smoke” 
ng name of a four-page folder re- 
cently issued by the Herald and 
Sun, Durham, N. C. 

* * * 

A recent mailing piece for the 

ashington Post demonstrates 
graphically “how an idea becomes 
a law when the right people 
get the idea.” The piece tells of 
the Post’s editorial influence in the 
nation’s capital. 

* * * 


is the intrigu- 


Notable as much for its attrac- 
tiveness as for the story it tells is 
in oversize brochure sent out by 
Ladies’ Home Journal which relates 
the results of a questionnaire to de- 


BUSINESS PAPER 
WANTED _ 


! you have a business or trade paper which 
you wish to sell—one that possesses real 
possibilities for promotion in its field—ad- 
dress the advertiser, giving full particulars 


tegarding age of publication, field to which 
it is devoted, circulation, monthly or weekly. 


and all other particulars. Might be inter- 


‘sted in partnership if congenial. All re- 
ples treated confidentially. Address G. W. 
‘0 Matteson-Fogarty-Jordan Co., 307 N. 


Michigan Ave.. 


Chicago, Illinois. 


termine women’s favorite magazine 


tractive red, white and blue cover 
is a single sheet which first opens 
as a spread, and then opens again 
from the center to show four pages 
at once. Reproductions, in full 
color, of food editorial pages from 
the Journal provide added life and 
sparkle. 
ue % Ht 

NBC rushed into print last week 
with an attractive four-page bro- 
chure pointing to its coverage of 
foreign events. “On the air—with 
history in the making,” it said. 

.. ¢.9 

Household sends us a 9x12 heavy 
mailing card, with a pencil inserted 
into a die-cut in it and held in 
place with cellophane tape, urging 
us to “look at these latest U. S. re- 
tail sales figures” before sharpen- 
ing the pencil. 


And True Story supplies us with 
a two-way booklet, 3%4x4%4, made 
by having the cover extend beyond 
its normal length, so that the inside 


pages can be stapled at both 
right and left margins. One side 
tells “the inside story of True 
Story’s first 20 years,” in which 


the editorial history of the maga- 
zine is related. The other half of 
the booklet tells the magazine’s ad- 
vertising story during the same 
period. 

* * ” 

The National Newspaper Promo- 
tion Association has begun publi- 
cation of its bulletin in expanded 
form, and plans to produce the vol- 
ume about four times yearly. It’s 
a photolith production, and con- 
tains the news notes and associa- 
tion 


erto been sent to members, but all | 


FRANK A. GOSS 


writer on food. Encased in an at-| 


information which has | 


New York, Aug. 29.—Frank A. 
Goss, an advertising salesman for 


the New York Herald Tribune, was | 


buried here last week. He was 51 
years old. Although an importer 
and exporter in his early years, he 
became advertising director of the 
Boston Advertiser 15 years ago. 
Since coming to New York, he 
was associated with Barron G. Col- 


lier, Inc., for two years, the Morn- | 
the Eve- | 


ing Telegraph for a year, 
ning Journal for seven years before 
joining the Herald Tribune staff 
four years ago. 


ARTHUR R. RAPP 


Chicago, Aug. 31.—Arthur R. 
Rapp, who turned his knowledge 
of paper and advertising to good 
effect as president of the Rapp Pa- 
per Company, died in Ravenswood 
Hospital yesterday at the age of 55. 

Mr. Rapp pioneered in water- 
marking wrapping paper with 
names and trademarks of retailers 
using it, and made it possible for 
even comparatively small dealers 
to secure wrappers bearing their 
own identifying insignia. He built 
up a large business based on this 
idea. 


ALBERT PERKINS LANGTRY 

“Waltham, Mass., Aug. 29.—Al- 
bert Perkins Langtry, for the past 
17 years publisher of the Waltham 
News-Tribune, died here Sunday at 
the age of 79. He began his news- 
paper career in Springfield in 1890, 
and was once principal owner of 
the Springfield Union. He served 
one term as a member of the House 
of Representatives and eight years 
as Secretary of the Commonwealth. 


of this material is subordinated to | WALDO P. WARREN 


the actual reproduction, 
readable style, of scores of adver- 
tisements for newspapers, most of 
them used in the newspapers’ own 
pages to build prestige, develop 
classified linage, promote special 
events, etc. 

It’s an 


outstanding job —one 


which will certainly prove useful to 


j}among hotels 


newspaper promotion men. 
ut a a” 


Hotel World Review recently re- 
leased results of a beer survey 
in the New York 
City trading zone which is notable 
as a promotion piece because, while 
it contains much useful informa- 
tion on beer sales by hotels, puts 
its points over with whimsical text 
and very light-hearted illustrations, 
instead of in a serious vein. 


TORONTO 
MONTREAL 
VINNIPEG 
SNDON Eng 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS + 


EOMONTON 
VANCOUVER 


in clearly | 


Chicago, Aug. 29.— Waldo P. 
Warren, 63, for the past ten years 
with Evans Associates, died at his 
home here. For a number of years 
prior to his association with Evans, 
he was advertising counsel for 
Marshall Field & Co. 


FRED O. SINK 


Lexington, N. C., Aug. 29.—Fred 
O. Sink, publisher of the Lexington 
Dispatch, died in a hospital here 
Monday after falling from a second 
story window. He was formerly a 
member of the North Carolina 
House of Representatives. 


C. FREDERICK BAECKER 


New York, Aug. 31.—C. Frederick 
Baecker, assistant treasurer of Edi- 
torial Publications, Inc., publishers 
of Asia Magazine, New Republic 
and Antiques, died last Sunday at 
Kingston, N. Y., it has been learned 
here. He was 51 years old, and was 
one of the founders of Asia. He 


ja larger 


“Help Wanted,” “Positions 
“Representatives Available,” 
cash with order. 


Want 
30 cents 


$4.75 per inch. 


All other classifications (single insertion rates): 
Write for folder desc 


The rates for this department are as follows: 


ed,” “Representatives Wanted,” and 
a line, minimum charge $1. Terms 
% in., $2.75; 1 to 3 in., 


ribing discounts for term insertions. 


POSITIONS WANTED 


HELP WANTED 


Wanted: An executive who can use 
young man in straight sales or ad- 
vertising. Has had 4A agency ex- 
perience in prod; service; media; ra- 
dio; research; contact. Plus outside 
selling and sales promotion of tangi- 
bles and intangibles. Young, single, 
college, free to travel, no ties. 

Rox 1869, ADVERTISING AGE, Chgo. 
Advertising Mgr., 37, who'll increase 
sales. Full or part time. 

Box 1870, ADVERTISING AGE, Chgo. 
COPY—CONTACT—PRODUCTION 
Versatile creative man available im- 
med! Univ. grad. with 12 yrs. sound, 
varied experience. Can handle own 
layouts, writing, production. Swell 
“buy” for busy agency! Call MONroe 


2247 or wr 
ADVERTISING AGE, 


Box 1871, 

RADIO SCRIPT WRITER 
Now employed—6 years experience. 
Staff arrangement any metropolis. 
Free lance assignment basis Chicago 
only. Excellent record and references. 
Box 1874, ADVERTISING AGE, Chego. 

Assistant Production Manager, 25. 
Thorough Knowledge traffic; excellent 
follow-through and detail man. 

Box 1863, ADVERTISING AGE, N. Y. 
Art Director. Excellent Idea Man. 
Broad agency experie 1 e coupled with 

dependable originalit 
Box 1864, ADV ERTISING AGE, N. Y. 


DON’T BELIEVE A WORD OF 
THIS AD 


I can give you the 


Chgo. 


I say that kind 
of BASIC ideas that will mean more 
business—the kind of copy that SELLS 
—the kind of layouts that command 
attention. I say that I can mean 
billing from your present 
accounts—greater profits from NEW 
accounts. I’ve done this before, and 
mister—I can do it for you. 

BUT—DON'T BELIEVE A WORD OF 

THIS AD. 


If you can 
MAKE ME 
I've made, 
YO 


use this type of man— 
PROVE EVERY CLAIM 
at NO OBLIGATION TO 


Yes, I'm employed but . well, 
let’s talk it over. Salary to start $75 
week. Chicago or vicinity preferred. 
Box 1873, ADVERTISING AGB, Chego. 


PHOTO AD-CARDS 
BEAT THE SUMMER SLUMP 
Go after business the modern way by 


using our PHOTO AD-CARDS. Eco- 
nomical and very profitable to use. 
Samples and prices on request. 


GRAPHIC ARTS 


PHOTO 
HAMILTON, 


SERVICE, 
OHIO. 


served that periodical as business 
manager until his death. 


L J. NEWTON, JR. 

Fort Worth, Tex., Aug. 29.—I. J. 
Newton, Jr., national advertising 
manager of the Fort Worth Star- 
Telegram, died of a heart attack 
here last week. He was 56 years 
of age. He had been with the news- | 
paper since 1922. 


EDWIN A. QUIER 

Reading, Pa., Aug. 30.—Edwin A. 
Quier, vice-president of the Read- 
ing Eagle Company, died here today 
at the age of 70. He was an officer 


of the publishing company since its! 


EXTRA WORK AT HOME—Young 
writer to do short human-interest ar- 
ticles from given facts. Publicity 
writing exp. helpful. State experi- 
ence, present work, age, salary de- 
sired, etc. Write 

Box 1872, ADVERTISING AGE, Chego. 


College graduate with keen ability 
analyze markets, write sales presenta- 
tions and sell advertising schedules 
(New York territory) for publishers 
representative of large list, class cir- 
culation newspapers. Positively no 
interview unless letter gives complete 
details past experience, earnings, fu- 
ture requirements, age, education and 
religion. 

Box 1877, ADVERTISING AGE, N. Y. 


OUTDOORADVERTISING SALESMAN 
with Agency contact experience 
TROWBRIDGBRD OUTDOOR 
ADV. CORP., Newark, N. J. 
REPRESENTATIVES AVAILABLE 
Can efficiently handle one more class 
or trade publication in mid west area. 

Wide agency acquaintance. 

Box 1875, ADVERTISING AGE, Chego. 
Young Advertising Salesman seeks 
line of direct mail and display novel- 
ties for Detroit and Michigan. Com- 
mission only. Address 
Box 1855, ADVERTISING 
cuvusners’ Kepresentative of experi- 
ence and established reputation for 
results, seeks a Trade paper with 
similar qualifications, for representa- 
tion in the Eastern territory, whole 
or in part. References exchanged. 
Address 

Box 1876, ADVERTISING AGE, N. Y. 


AGE, Chgo. 


MISCELLANEOUS 

100% ENGRAVERS’ DISCOUNT 
Laurel Process gives you not a 30 or 
40% discount from engravers’ scale, 
but 100% discount, because it cuts out 
cuts entirely! No expensive typeset- 
ting, either! 

Reproduces all types of Illustrated 
Advertising Literature, Sales Letters, 
Instruction Sheets, House Organs, 
Booklets, Diagrams and Pictures, etc., 
ete. 


Any size can be processed. 
Small runs without penalty! 

500 copies (size 8%x11") $2.63 
Additional hundred copies only 22c 
Even lower prices for large orders. 

Send for samples and instructive book. 
LAUREL PROCESS, 480 Canal St., 


N. ¥. C. 
In New York City and Metropolitan 
Area just phone WAlkKer 5-0526 for a 
trained representative. No obligation, 
of course. 


incorporation in 1903. His son, 
Hawley Quier, is president of the 
Reading Eagle. 


OSMORE WEBB 


Milwaukee, Aug. 29. — Osmore 
Webb, 65, associated with Cramer- 
Krasselt Company for many years, 
died at his home here last week. 


SUsiN YOU OUR LOW 
prices and send you free sam- 
ples of our standardized plan 
for your magazine. Our prices 
will surprise you. years 
publishing pogerinss — coast 


The NATIONAL PUBLISHERS PRESS 
523 Ottawa, Grand Rapids, Mich. 


PULLING 


LAMBERT STOCK PICTURES 
have a strong magnetic qual- 
ity which captures and holds 
attention. 


FIFTY PAGES of fresh and 
sparkling photographs, con- 
veniently spiral-bound, are now 
ready for prompt distribution. 
HUNDREDS of leading adver- 
tisers and publishers have al- 
ready praised this original and 
unique presentation. Write 
for your free copy today. 


HAROLD M. LAMBERT 


STUDIOS 
7240 OGONTZ AVENUE 
PHILADELPHIA, PENNA. 
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24 . ADVERTISING AGE September 4, 1939 
+ [11:15 to 11:45 a. m., and “Young 
‘ General Foods fo iste" s:wn."snien' oo-sen"| Index of Retail Activity in 78 Important 


Resume Good News 


| 


Program Sept. 7 


|52 NBC Red outlets. 


the following quarter hour over 22 
stations. 

A. S. Boyle Company, maker of 
Old English floor wax, and Bisodol 
Company have renewed their joint 
program, “John’s Other Wife,” over 
It is broad- 


New York, Aug. 31.—Despite the | ©@5t five days a week from 10:15 to 


termination of its production ar-| *™: a “Romance of Helen 

rangement with Metro-Goldwyn- | Trent,” aired over 30 CBS stations Hi RETAIL ACTIVITY 

Mayer Pictures Corporation, Gen- | {Tm 12:30 to 12:45 p. m. by Affili- inMAJOR MARKETS 

eral Foods Corporation will return | ated Products, Inc., for Edna Wal- compared with last year 
its variety program, “Good News| ace Hopper cosmetics and Wyeth 


of 1940,” to its usual Thursday, 9 
to 10 p. m., hour on a National | 


Chemical Company for Hill’s nose 
drops, has also been renewed. 


Markets 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1939, by Advertising Publications, Inc.) 


Week. by- week 
varnahon 
Total variation. 


year to date 
Broadcasting Company Red net- Serial Fills Vallee Spot eee bp ee a 
work of 83 stations, beginning Sept. 
7. Maxwell House coffee will be! Filling the second half of the 
the featured product, with Benton|hour formerly occupied by Rudy 
& Bowles the agency in charge. Vallee, Standard Brands, Inc., has 
The same advertiser will inaugu-| shifted “One Man’s Family” to 
rate a new show Oct. 9 over 63! Thursday from 8 to 8:30 p. m., over 
stations of the Columbia Broadcast-|51 NBC Red _ stations. Another 
ing System. The serial, “My Son|serial, “Those We Love,” occupies 7 K 15 22 29 5 12 19 26 2 9 16 23 30 7 
and I,” will promote Swans Down | the other half of the hour. J. Wal- —— “ —_ =a > : ar 
cake flour and Calumet baking| ter Thompson has the account. JAN. JULY AUG. SEPT. OCT. 
powder five days a week from 2:45 N P for Sunkist 
to 3 p. m., through Young & Rubi- ey fee oo % Gain % Gai 
arter ; 2 . . ~ ly es a 
cam. The quarter hour Kate Smith| California Fruit Growers Ex- 34-Week 34-Week 34-Week or Loss or Loss 
= prong at _" five o— 4! change will launch a new show over perine zeewee parses 1939 1939 Maden bs % Gain 
week, for Swans Down, Calumet} 2g CBS stations Nov. 6 when “Sun- ore ~~ wae bs a peeed oe _"s x 
and Diamond Crystal salt, will be|,jst Presents Hedda Hopper’s City Aug. 28,1937 Aug. 27,1938 Aug. 26, 1939 1937 1938 Aug. 27,1938 Aug. 26,1939 Loss 
resumed over the same network on ae we oe _ en Ch. i; actu aon 11,176,311 7,900,466 6,345,081 —43.2. —19.7 215,411 154,102 —28.5 
~ ragga een eliagr 0n| Hollywood” is inaugurated. The} aipany, N. Y. ......... 6,226,163 5,518,415 5,293,766 —15.0 —41 146,476 116,554 —20.4 
me —~ ate. enton & Bowles| program will be heard Monday,| Altoona, Pa. .......... 4,529,384 3,239,458 3,642,534 —19.6 +12.4 $7,983 101,318 +15.2 
1S In Charge. Wednesday and Friday, from 6:15 to Pe ee 10,192,112 9,625,462 10,955,014 +7.5 +13.8 315,686 348,824 +10.5 
General Foods will also shift 6:30 p. v4 par & A et is the Baltimore, Md. ....... 14,630,141 13,600,105 13,739,860 —,1 +1.0 320,114 342,121 +6.9 
“Joyce Jordan—Girl Interne,” to ageney. Birmingham, Ala. PeES 8,206,100 7,982,954 8,301,804 +1.2 + 4.0 223,594 255,990 +14.5 
the quarter hour immediately fol- Boston, Mass. ......-. 12,608,917 11,437,429 11,713,656 —7.1 +2.4 319,720 309,639 —3.2 
. ‘6 rn . Bridgeport, Conn. ..... 6,488,920 5,718,128 6,205,926 —4.4 + 8.5 154,000 169,092 +9.8 
lowing “My Son and I,” effective Silver Theater Back Camden, N. J. ......... 2,572,257 2,368,173 2,611,816 +15 +10.3 66,785 70,757 +5.9 
Oct. 9. The program is heard over Two Gund CBS eo Cedar Ravids, Ia. ..... 3,388,350 3,056,816 3,219,564 —5.0 +5.3 109,088 112,154 + 2.8 
60 CBS stations, for La France, ing na a) nang Ring Charleston, W. Va. 7,381,017 6,970,081 6,523,888 —11.6 —6.4 187,740 167,986 —10.5 
Satina and Minute tapioca, through | ™eturm_after a summer hiatus Oct. Chattanooga, Tenn. 4,125,929 3,965,862 4,816,071 +16.7 +21.4 103,291 129,147 +25.0 
Youne & Rubicam Pp , g when International Silver Company SOM, Bhls cvccsnsece 21,187,257 19,689,896 18,652,395 —12.0 —5.3 422,976 503,307 +16.2 
cam. ii “Sily ner  CINOIBNEEL, ©. c0s<eees 11,237,147 9,592,271 9,867,175 —12.2 +2.9 229,444 250,404 +9.1 
resumes “Silver Theater” to 51 out-| Cioveland, 0 13,780,734 11,141,800 11,309,998 17.9 +1.5 314,131 319,538 7 
Camel Shows Renewed lets from 6 to 6:30 p. m., and oe ees eee Cooatoun moe -— a +14 
: ’ COMME, OO sccovcess 9,117,018 7,899,091 8,416,152 —7.7 +6.5 206,303 223,821 + 8.5 
R. J. Reynolds Tobacco Company American Tobacco Company returns | pallas, Tex. .......... 13,682,161 13,179,284 13,321,652 —2.6 +1.1 335,519 369,685 +10.2 
has renewed the three Camel cigar- Ben Bernie to a 55-station hookup nbirongry BB: snsevenie onaeeeee aervere petites — re x: oorane hg th +15.0 
r . - ; : : ON A ak dec sendsea ,019,102 : : : 130 —12. j 5,22 221,658 : 
ette shows on the air this summer. poet a ce ben dg WES aee Gels... 6,581,345 5,829,469 5,806,217 on a 153.645 148-771 Ret 
Benny Goodman, maestro of the|** = Des Moines, la. ...... 4,226,229 4,104,229 4,037,661 —t5 —1.6 139,624 63,123 —54.8 
Camel Caravan,” is heard over 80 Texaco Show Resumes Detroit, Mich. ........ 14,395,625 11,003,910 12,470,008 —13.4 +13.3 283,438 335,009 +18.2 
NBC Red stations on Saturday from El Paso, Tex. ......... 6,686,185 6,458,269 6,688,746 basta + 3.6 155,190 187,670 +20.9 
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ADVERTISING AGE 


Research Report Tells How 
to Lower Distribution Costs 


New York, Aug. 30.—Asserting 
confidently that distribution costs 
too much, while admitting its in- 
ability to say how much too much, 
the Twentieth Century Fund today 
recommended an elaborate program 
for reducing these costs. The pro- 
sram for action was evolved by a 
distribution committee, headed by 
Willard L. Thorp, director of re- 
search for Dun & Bradstreet, follow- 
ing accumulation of facts by Paul 
W. Stewart, director of the market- 
ing and research division of Ander- 
son, Nichols Associates, and J. 
Frederic Dewhurst, economist of the 
Twentieth Century Fund. Both the 
factual information and the recom- 
mendations for action are embodied 
in a weighty tome, “Does Distribu- 
tion Cost Too Much?” to be sold at 
$3.50 per copy. 

One novel recommendation made 
by the distribution committee is 
that goods displayed in stores bear 
several prices, depending on the 
nature of the sale and the number 
of services, such as credit, delivery 
and return privileges, involved. 
The committee said that it recog- 
nizes the difficulties of such a plan, 
but believes it merits serious study. 

“This proposal would mean in 
practice,” it explained, “that a pur- 
chase paid for by cash, carried out 
of the store by the buyer and not 
returned, would cost less than if 
iny or all of these services were 
required.” 

On the matter of consumer infor- 
mation, the committee recommends 
“the expansion and better coordina- 
tion of government agencies to pro- 
vide in adequate and popular form 
information which consumers need 
for more efficient buying.” 


Wants More Testing 


The committee also suggested 
“wide extension for public use of 
the facilities of government and 
private agencies for testing and 
ippraising consumer goods,” and 
“extension and more effective use of 
oluntary, private, non-profit and 
eporting agencies.”” The committee 
tied this recommendation up with 
some criticism of existing organiza- 
tions of this kind, charging them 
vith attempts to evaluate highly 
complex manufactured products 
without sufficient laboratory facili- 
ties for adequate tests. It added, 
however, that greater consumer 
patronage would give them enough 
revenue to enable them to function 
more effectively. 

The committee said that in spite 
if good work already accomplished, 
‘much remains to be done in the 
lirection of protecting the consumer 
from fraud and misrepresentation in 
printed and verbal descriptions of 
products.” Laws should be extended 
and strengthened, the committee 
believes, while distributors should 
take voluntary action to eliminate 
emaining evils. Similarly, the com- 


tion of consumer cooperatives and 
consumers’ group-buying agencies.” 


Educational Needs 


The final recommendations with 
regard to consumers cover “the ex- 
tension and further development of 
courses on consumer problems in 
educational institutions and the vig- 
orous prosecution of federal family 
budget and expenditure studies.” 

The second section of recommen- 
dations urges that more light be 
shed on distribution practices in the 
United States, through more efficient 
distribution accounting and estab- 
lishment of an institute for research 
in consumption and _ distribution, 
under independent auspices, with a 
liberal endowment. To supplement 
this, the committee suggests a coop- 
erative program of research and 
education involving collaboration 
between the Department of Com- 
merce and qualified university 
schools of business. 


Would Train Distributors 


The report also recommends 
establishment of training courses 
for distributors in high schools and 


other educational institutions. It 
believes that there should be 
authoritative and comprehensive 


studies of the causes of failure in 
the distribution field, and the effect 
of such failures on the individuals 
involved—creditors, property own- 
ers, labor and others. 

Discussing legislation, the third 
section of the report urges “imme- 
diate repeal of all laws designed 
merely to preserve or to destroy 
some special group in the distribu- 
tion structure, without regard for 
the general public interest.” It 
holds the chain store tax law un- 
| justifiable on economic grounds, 
,and condemns attempts to “freeze 
| the distribution structure or to con- 
trol its development.” 

Equally deleterious are state laws 
passed to discriminate against prod- 
ucts of other states, the committee 


asserts, and to restrict the free 
movement of goods between the 
states. 


Competition Criticized 


The committee said that though 
competition plays a vital role as a 
regulator of our economy, it is also 
responsible for a considerable part 
of the cost of our distributive sys- 
tem. Asserting that the necessity 
for establishing some limits to the 
destructive effects of some forms of 
competition has long been recog- 
nized, the report recommended that 
existing laws designed to prevent 
and destroy private monopoly, to 
eliminate price fixing and to prevent 
other monopolistic practices, should 
be strengthened. 

However, the committee believes 
that distributors should be given 
the right, under specific statutory 
authority, to agree on the limita- 
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Packard Motor Car Company opens its 1940 campaign with not one, but three 
pages in each of four national magazines. This page, in color, is the first of 
the three. It precedes a color spread which goes into more detail regarding 
the new models. Young & Rubicam is the agency. 


and only 41 cents for the service in/as a social force, the report says: 
production. Based on 1929 figures, “Advertising is needed to educate 
the total amount paid by household | the consumer to use new products, 
consumers and other “terminal buy- 
ers” for finished goods was nearly 
66 billion dollars, of which slightly 
more than 27 billion was the cost of 
producing goods and somewhat less 
than 39 billion the cost of distrib- 
uting them. 

Distribution costs fluctuate wildly 
from field to field, however. The 
farmer got only seven-tenths of a 
cent per pound for cabbages in 1935, 
according to the report, while the 
housewife had to pay four cents a|tiveness of national advertising in 
pound at the corner grocery. Eggs| widening markets for goods and 
for which the farmer received 24.1 | creating the mass demand that has 
cents a dozen, however, were sold| helped to make the spectacular 
at retail for 36.6 cents. 

Meats carry extremely small mar- 


complex nature. 
hydraulic brakes on motor cars, the 
importance of vitamins in diet have 
all been made familiar to the con- 
sumer through advertising. But it 
is just as true that the consumer has 
been bombarded with bombastic 
claims about useful products and 
with a lot of nonsense about useles: 
or harmful ones.” 

While paying tribute to the effec- 


economies of mass production possi- 


: : ble, the research staff examines 
gins, while canned fruits and vege-| some of the effects of competitive 
tables are reported as having price advertising. 


spreads of from five to seven times 
the cost of the products on the farm. 
The report says, however, that 
while retail prices are sometimes 
exorbitant, a wide price spread in 
itself does not necessarily indicate 
either waste or excessive profits 


The report lists as examples of 
the kinds of goods “whose produc- 


not vary greatly from one brand to 
another” such products as cigar- 
ettes, toothpaste, shaving cream, 
| packaged medicines, cosmetics and 


particularly those of a technically | 
Air conditioning, | 


tion cost and inherent qualities do | 


consumer is much less than it would 
have been without the advertising. 
An instance is given of a popular 
gelatine dessert whose average price 
of twelve cents per package was 
reduced in a few years to half that 
figure, with advertising given a 
large part of the credit for the in- 
creased output that made the re- 
duced price possible. The per-unit 
cost of this advertising is now esti- 
mated at less than one-half cent 
per package. 

On the question of price differ- 

ences between advertised and wnad- 
vertised products, the research re- 
port cites an extreme example taken 
from a Federal Trade Commission 
study made in 1931. This study 
showed the average wholesale price 
per ounce of twelve proprietary or 
branded medicines at $2.64, while 
the average for chemically identical 
non-proprietary substances was 94 
cents per ounce. 
Commenting on this difference, 
the research report says, “The 
higher cost of the branded article 
to the retailer is partly justified, of 
course, for it is easier to sell pack- 
aged demand items to the consumer 
than to fill a prescription or push 
a substitute. The retailer’s percent- 
age mark-up may be less on adver- 
tised than on non-proprietary prod- 
ucts. The difference between what 
the consumer pays for the proprie- 
tary and for the non-proprietary 
product, therefore, is not as great 
as” the discrepancy in wholesale 
prices would indicate.” 


School Names Artwil 


Artwil Company Advertising, 
New York, has been appointed 
agency for Henry George School of 
Social Science. Newspapers and 
magazines will be used. 


Bicycles to Erwin, Wasey 


_Arnold, Schwinn & Co., Chicago, 
bicycle manufacturer, has appointed 
the Chicago office of Erwin, Wasey 


& Co. to direct advertising of its 
line of bicycles. 
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Popular Prizes 
for Salesme'n 


A carefully selected assembly of 
1,000 best prizes for salesmen will 
be found in a brand-new 56-page 
prize book containing sixteen 
pages of color-photography and 
four-color process printing, and 
a most impressive black and 
white section. 


Send for Now 
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3 mittee urges greater development of | tion of certain costly excesses in Effect of Advertising _many other drugstore items, bread, Prize Book 
he : nformational labeling, both by | competition where the result will] One of the most interesting sec- | 84S°line, and possibly automobile 
+61 egislation and voluntary action Of| pe to reduce the cost to the con-| tions of the so-called factual report | Tes: Sample copy sent on request to 
—7.0 distributors. sumer. discusses the place of advertising in|. When manufacturers of essen- ti ‘deri 
~14.1 As a spur to greater efficiency by Members of the committee on dis- | the distribution scheme. tially equivalent products put on —7 executive considering a 
“22. vrivate distributors, the committee tribution are, besides Mr. Thorp, ee ennmeee in constantly | huge advertising campaigns to ex-| prize plan or sales contest 
Pre commends “the further organiza- Stuart Chase, former peasident Ps being subjected to advertising pulls | yea to gee Bae eg Menage among salesmen. disiribuices or 
+ 22.8 'Consumers’ Research; Alvin Dodd,|of one sort or another,” it said, ‘‘and | ‘ , , Shige . 
+30 _ | president, American Management| there has been much difference of | merely to create “consumer can | dealer-salesmen. This colorful 
+176 —AWO™”_W”™t2?ZZ72B Mer , | Association; John P. Frey, president, | cpinion as to the ultimate effects of sciousness” for a particular brand, and effective prize book features 
1481 }| Metal Trades Department, Ameri- advertising when considered from the end result may be higher prices | all nationally advertised items, 
Ata can Federation of Labor; Carl L.|the standpoint of public welfare | t© the COnRENSS, the pe an Arey ed the sal d his 
i Hamilton, of Booz-Fry-Allen &/|and the economic system as a whole. | Commenting on this situation, the napa ——n fam- 
+73 |Hamilton; Helen Hall, head of the] “The research staff finds that |"esearch staff says: ily with the things they want, 
+! In |Henry Street Settlement; Hector|among the lines investigated by “Whatever the nature of the ad- | ond inspires the salesman to ex- 
rey the ‘Lazo, executive vice-president, Co- | them, money spent to advertise | Vertising, the consumer often pays | . 
——— ag | |operative Food Distributors of | commodities ranges from a fraction | ™°F® for 2 nationally-advertised ert necessary effort to win the 

t. Louis | America; Paul H. Nystrom, presi-|of 1 per cent of the price of finished| branded article than for a similar | prizes he selects. Helps get max- 
Re dent, Limited Price Variety Stores 


goods to a maximum of somewhat | @'ticle sold under a private brand | 


| Association, and professor of mar- 


or no brand at all. 


/keting at Columbia University; and | 
Robert G. Stewart, former director, | 
Standard Oil Company of New Jer- 


sey. 


Famous 
Restaurants 


aw Adjoining 


Garage 


Production vs. Distribution 


The factual findings on which the 
recommendations were based says 
i that on the average it costs more to | 
distribute goods than it does to 
make them. Of every dollar spent | 
by the consumer, 59 cents goes for | 
services involved in distribution, | 


over 18 per cent. The total expen- 


diture for advertising probably 
amounts to less than 3 per cent 
lof the aggregate sum paid by 


terminal buyers for finished goods.” 
Along with these general state- 


Being forced to 


choose among several private 
brands of a commodity like canned 
corn costs consumers little or noth- 
ing but the cost of having a choice 
among advertised brands of tooth- 


ments, the research staff cautions paste, for example, may be appre- 
that “advertising takes so many ciable. 
forms and varies so widely among 
different types of distributors and | 
kinds of products that it is haz- | Automobiles are cited as an ex- 


Lowering the Price 


imum results from any campaign 


or prize plan. 


Plastic bound, hard board bind- 


ing. or regular saddle stitched. 
Send for free copy. 


Contest and Prize Division 


ardous to make any generalization | ample of the kinds of goods whose 


about it.” market has been so widened by 
Analyzing the role of advertising| advertising that the price to the| 


The Dartnell Corporation 


tow Ravenswood Ave., Chicago, Ill. 
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Oldsmobile Drive 
Ties in with New 
Bing Crosby Film 


Detroit, Aug. 30.—Like others in 
the field, Oldsmobile division of 
General Motors has its new models 
ready for the promotion bandwagon, 
but unlike the others, this company 
has reverted to the “good old days” 
for a promotion tie-up based on the 
popularity of a song thousands will 
recall. 

Details were worked out along 
with plans of Paramount Pictures 
for exploitation of “The Star 
Maker,” a new Bing Crosby film. 
Where these two organizations get 
together is in Bing’s singing—in the 
picture—of “In My Merry Oldsmo- 
bile,” a tune that won its way to 
fame along with the earlier Olds- 
mobile models. The car itself is 
also seen as it was in the goggle and 
duster era. 


Copy in Color 


Oldsmobile copy in magazines in- 
volved a color spread, half of which 
was devoted to the new car and 
half to the picture. Copy also 
offered free sheet music of the song 
hit. The tie-up was similarly car- 
ried out in window posters, show- 


| 
room displays, radio and newspaper | 
advertising. 

Paramount cooperated by sending 
out an advance “flash” to exhibitors, 
outlining the auto company’s plans 
and instructing exhibitors to con- | 
tact local Oldsmobile dealers and to 
“get together” with them in order 
that the maximum amount of pro- 
motion can be obtained by both 
parties. 

Inspiration for the tie-up is an 
interesting story. It seems that it 
was C. L. McCuen, general manager 
of Oldsmobile, who started the ball 
rolling after learning of the part the 
old song played in the picture. His 
informant—with the scene a Pull- 
man smoking room—was Robert 
Moriarty, Western advertising man- 
ager of Paramount. 

D. P. Brother & Co. is the Olds- 
mobile agency. 


Erwin Rejoins Agency 

Thomas Erwin has resigned from 
Maxon, Inc., New York, to rejoin 
Lennen & Mitchell, New York, with 
whom he was previously connected 
as director of copy. 


Schering Names Ellis 


Schering Corporation, Bloomfield, 
N. J., has appointed Sherman K. 
Ellis & Co., New York, to handle 
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OLDPSMOBILI AMERICAS 


OLD TIMER COMES BACK 
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OLDEST MOTOR CAVR MANCPACTURER 


The Oldsmobile division of General Motors has gone back to the "good old days" 
in magazine copy in a tie-up with the current Paramount Picture “The Star 
Maker," in which Bing Crosby sings “In My Merry Oldsmobile.” 


Hollister to Libbey 
Clay H. Hollister has been ap- 
pointed sales consultant for Libbey- 
Owens-Ford Glass Company, To- 
ledo, specializing in advice to job- 
bers. Mr. Hollister resigns as as- 
sistant to S. B. Smart, president, 
Fruit of the Loom, Inc., to take his 


advertising of Saraka laxative. 


new post. 


The Knack 
of Selling Yourself 


Are You Interested in... 


Keeping yourself in the spotlight 
How to stay young the rest of your life 
Eight tips for successful public speaking 
Put up a front—and get away with it 
Quick approach to writing effectively 
The richness you are going to deliver 
Eleven ways to be an enthusiastic person 
Speak up for yourselfl—no one else will 
Exercises in creation, invention, production 
Creating an illusion of super-ability 
Learning to speak correctly 
How to develop a personality that clicks 
Be egotistic—and make them like it 
Approach—the art of making contacts 
Letters that uncover a world of friends 
The secret of being a good mixer 
Guts—how to carry a punch and use it 
When “ignorant nerve” comes in handy 
Compiling lists of worth-while connections 
How to get people to help you 
The price you put on your own head 
Eight main ways of selling yourself 
Developing a natural front 
The value of making yourself a nuisance 
How to get people to like you a lot 
Think straight—the basic rules of logic 
When to use “high pressure” tactics 
Getting others involved in your projects 
Making people do what you want them 
to do 
The invisible art of suggestion 
That aiy of assurance—how to cultivate it 
Calling people by their first names 
Marks of a high-keyed expensive employee 
Putting pep into your get-ahead plan 
Legitimate bribery—devices in opportunism 
Playing politics—the democratic attitude 
Be consistently selfish—it pays dividends 
Close range study of “big-shots” 
Making 100 important contacts in a year 
How to cultivate a radical streak that pays 
Why wait for dead men's shoes? 
When to go over the other man’s head 
Simple practices in courtesy that pay 
dividends 
How to overcome fear in al] its forms 
Keeping up with old friendships 
Making friends with the secretary 
Twenty ways to acquire a very good 
memory 
Making yourself indispensable to the boss 
Ways in which you CANT persuade 
people 
Boiling it all down to a formula that will 


work for you and help you to sell 
yourself. 


--. aren't those the things you would 
like to know about? They are all in 
this new, different book! 


Are you getting ahead as 
rapidly as you should? Why do 
some of your friends and ac- 
quaintances, with no more abil- 
ity than you, seem to get all the 
“breaks” in business? Is it just 
plain luck? 

No. It’s because these “lucky” 
people have learned the most 
important secret of personal 
success — the knack of selling 
themselves. 

You can’t sell merchandise 
these days just by building a 
better mousetrap than your 
neighbor. You've got to tell the 
world about that mousetrap. 
And neither can you get ahead 
as rapidly as you should by 
patiently waiting for a break. 
You’ve got to make the breaks 
yourself — you've got to sell 
yourself. 


Daring New Book Tells You How 


And now a sensational, dar- 
ing new book brings you the 
answer to this vitally important 
problem of selling yourself. 
Written by James T. Mangan, 
advertising manager of Mills 
Novelty Company and interna- 
tionally known business psy- 
chologist, “The Knack of Selling 
Yourself” tears the lid off that 
great delusion that “merit sells 
itself.” He shows how the peo- 
ple who get the big money and 
the promotions are those who 
know how to put themselves 
over with the boss or with the 
buyer. He shows how little real 
ability counts if it isn’t sold 
right. 

“The Knack of Selling Your- 
self” is not a success book. It 
isn’t filled with platitudes by or 
about men who have already 
arrived. It’s a book for ordinary 
folks about the biggest problem 


they face—the knack of selling 
themselves. 


Not Just Why—But How 


There are no sacred cows in 
this book. The author rips the 
veil off all the old-fashioned 
copy book maxims for success. 
And he not only tells you WHY 
you must sell yourself, but 
HOW. He gives you an exten- 
sive set of exercises, practices, 
routines, practical hints, helps 


and suggestions on simple things 
to do. 


No previous book has taken | 
up this primary human problem 
in such extensive detail. It 
charts a practical course for 
every man and woman who has 
latent ability and wants to mar- 
ket that ability at the highest 
price. It presents the practical 
“Get There” system of life as 
opposed to the theoretical copy 
book system which usually 
leaves us where we started. 


Make the “Breaks” for Yourself 


Don’t wait for the breaks to 
come your way any longer. Make 
use of this entrancing, practical 
guide which will enable you to 


make your own breaks. Send 
back the coupon today. 
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100 E. Ohio St., Chicago 


payment. 


Address 
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Send me, postpaid, my copy of “The Knack of Selling 
Yourself,” by James T. Mangan. 


oe © eee eee 


EEE 


I enclose $2.50 in full 
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Advertisers Scan 
War Horizon 
for Repercussions 


(Continued from Page 6) 
thus stimulating manufacturing out- 
put and advertising. 

Alfred T. Falk, director of re- 
search and education of the Adver- 
tising Federation of America, 
stressed the point that in the event 
of a general war and a resultant 
business boom, advertising would 
increase along with the upturn in 
general business conditions. 

“Advertising budgets depend on 
just two things,” Col. Falk asserted, 
“the advertiser’s optimism as to the 
future and the amount of money he 
has in his pocket to spend. In a 
war boom, both influences are 
favorable and an increase in adver- 
tising is the inevitable result.” 

Irwin A. Vladimir, who was chief 
of the foreign division of Maxon, 
Inc., until last June when he estab- 
lished his own agency which now 
services numerous foreign accounts, 
expressed the attitude of agencies 
handling export advertising when 
he pointed out that the destruction 


of the European market because of 


war would not result in a great loss 
of business to export agencies. 


Big Markets Unaffected 


He declared that the trend over 
the past five years has been for the 
European market to become less 
important. Business in countries on 
the continent has been reduced and 
replaced by new markets in South 
America, South Africa and the Far 
East. While there undoubtedly may 
be some cancellations of Euro- 
pean schedules placed by agencies 
in this country, the proportion of 
business which American exporters 
as a whole do in that market is 
relatively small compared with the 
entire export market. 


John J. Noble Promoted 


John J. Noble, who has been as- 
sociated with the Vulcanized Rub- 
ber Company, New York, for the 
past 26 years, has been appointed 
vice-president and sales manager. 
Prescott Beach, who joined the 
company six years ago and has 
been in charge of sales promotion 
and advertising, has been named 


secretary and assistant sales man- | 


ager. 


BBDO Names Three 


Samuel A. Harned, Frank J. Ma- 
honey and Kenneth W. Ellis have 
been named _ vice-presidents of 


New York. Mr. Ellis is with the 
Minneapolis office. 


Darby in New Post 


J. Douglas Darby, formerly with 
Alan Wood Steel Company, has 
been appointed manager of sales in 
the Philadelphia district for Car- 
negie-Illinois Steel 


Joins White-Lowell 


John Freiburg, formerly with 
Gussow, Kahn & Co., New York. 
has joined White-Lowell Company, 
New York, as director of its new 


business department. 


Batten, Barton, Durstine & Osborn, | 


Corporation, | 


} 


Royal Merchandises 
Typewriter as a 
‘Home Appliance’ 


(Continued from Page 1) 
writer,” the copy states, “is so far 
ahead of other ‘portables,’ that call- 
ing it a portable is like referring to 
a modern motor car as a ‘horseless 
carriage.’ 

“Turn your imagination loose!” 
the story continues. “A _ simple, 
easy-to-remember name is wanted, 
one that suggests how useful this 
new Royal will be to every member 
of the family.” 

Some of the features of the Royal 
standard size machines which have 
been incorporated into the new 
portable include “Magic Margin,” 
which Royal introduced in its bigger 
models last year, locked segment 
shift freedom, and shock absorbers. 

These are described in one of the 
new advertisements as _ follows: 
“Touch a tiny lever—and you're off 
to a flying start—thanks to Magic 
Margin! You'll set your margin in 
one-third the time it takes on ordi- 
nary machines . . . now touch the 
Locked Segment Shift Freedom Key 
—type some capitals. There’s no 
float—no flutter to tire your eyes. 
And notice how cushiony this new 
Royal feels—because of Royal’s ex- 
clusive shock absorbers! 

“Here for the first time is a mod- 
ern portable—with Magic Margin— 
plus other genuine ‘big machine’ 
features!” 

Symbolic of Royal’s most publi- 
cized improvement is the figure of 
“Miss Magic Margin,” a pretty gir] 
in a magician’s costume, who hovers 
over the illustration of the new ma- 
chine in publication copy and who 
is prominent in a Kodachrome 
dealer display which Royal has pre- 
pared to tie in with the contest at 
the point of sale. Buchanan, & Co. 
is the agency. 


Junior Advertising 
Society Formed 


in Cleveland 


Cleveland, Aug. 31.—To enable 
young advertising men to develop 
their knowledge of the business, the 
Junior Advertising Society has been 
formed here with Don Walton, Mel- 
drum & Fewsmith, as temporary 
president. A complete staff of of- 
ficers will be named at a meeting 
in November. 

The new club is designed for per- 
sons under 35 years of age now en- 
gaged in production or reproduction 
of advertising, this definition ex- 
cluding salesmen. While its primary 
purpose is to educate members, the 
club will also seek to improve pub- 
‘lie opinion of advertising. 
| The first regular meeting of the 
Society will be held Sept. 7 at the 
| Hotel Carter, when Harry Guest, of! 
| The Saturday Evening Post, will be 
|the speaker. 


Cross Changes Location 

Miller Cross, Western sales direc- 
tor of This Week, has transferred 
his headquarters from New York to 
Chicago. 


* 
* 
BELLEVUE 
STRATFORD 


IN PHILADELPHIA 


| Its distinguished atmos- * 


(Air-Conditioned 
Restouronts) 


phere attracts persons * 
and events of genuine 
importance from all over 
the world. Famous cuisine, 
| wunexcelled service, mod- 
erate rates. 


Include Historic Philadelphro 
in Your itinerary. 


CLAUDE H. BENNETT, General Manage’ 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


LATEST IN DAINTINESS DEVICES NOT REALLY COLD 


; . 
MO aa 


Miss Frosted Foods steps out of the 
frigid depths of a frosted food cabinet 
to greet W. D. Jordan, Liquid Carbonic 
Corporation, as well as a host of other 
interested (and chiefly masculine) dele- 
gates to the recent convention of the 
National Food Distributors’ Association 
at the Hotel Sherman in Chicago. Miss 
Frosted Foods, whose appearance belied 
her title, proved that she could “take it” 


. As modern as tomorrow is this new “body-duster"” which dispenses fragrant pow- 
; der through a fine brush. The brush handle contains a refillable powder chamber. 
The device, developed by Faberge of New York, is a Monsanto plastic product, by emerging unscathed from the frigid 
the handle being made of cast phenolic plastic, the brush case and powder refill cabinet although her attire was on the 

of Monsanto Vue-Pak plastic. brief side. (Story on Page 14.) 


SILVERSMITHS' PATRON HONORED IN NEW DISPLAY 


| 7 a Ss i : m" 


J — Ist REED &-BARTON+ 


Francis First's patronage of the silversmith craft is portrayed luxuriously and realistically by Reed and Barton in its new 
traveling display, which features the Francis First sterling silver pattern. The unit was designed and manufactured by Kay 
Displays, Inc., New York. 


aot" WINNER OF GOSSARD DEALER CONTEST 


~ SUNOCO DRAFTS "DOPEY" OF SNOW WHITE FAME 


This is DOPEY Cae 


ek. M i alll 


ed 


. , 2 
POO scarps 


The Castner-Knott Company, Nashville, Tenn., won first prize with this window 

display in a contest sponsored by the H. W. Gossard Company, Chicago corset 

end foundation maker. Judges said: “The simple, rather classic background 

Coes not compete too much in interest with the central theme, Gossard corsets.” 
(Story on Page 19.) 


This gal has something more than just the right shade of face powder, accordi 
to unofficial masculine opinion. She is one of the glamorous models, shotenegied 


Sun Oil Company, Philadelphia, has won much comment with this unusual poster which achieves contrast in the juxte- 

position of black and white as well as in the text. According to the company, surveys have shown that the reader, instead 

of drawing an obvious conclusion, sees in the poster the individual interpretation of what he considers most desirable in 
gasoline. Roche, Williams & Cunnyngham, Philadelphia, is the agency. 


She's shown here both in the flesh and as she appears on a new display featuring 
Royal Typewriter Company's most outstanding improvement in its new line. 
(Story on Page |.) 


SHE PASSED LADY ESTHER'S TEST 


rt'y a 


for Pedlar & Ryan, for use in current Lady Esther magazine copy. 
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28 ADVERTISING AGE 


September 4, 1939 


® Among advertising and sales 
executives there are some who be- 
lieve exclusively in “fighting copy” 
¥ —who have no faith in any adver- 
ie 3 3 tising except the blunt, hard- 
- hitting kind—who pride themselves 

on belonging to the “rock ‘em and 


nes sock ‘em’ school of selling. 

” Another group believes only in 
Fy the velvet glove of diplomacy. 
ge thinks that the only way to win sales 


. oo heceellnttantinee a 4 


is to woo them with soft persuasion. 

Young & Rubicam belongs to 
neither school. 

We believe that every product, 
and every problem, dictates its own 
specific advertising approach. 

And we believe that an advertis- 
ing agency, if it is to do the best 
sales job for each client, must be 
master of every advertising ap 
proach in every advertising medium. 


Young & Rubicam, Inc. anovertisinG 


NEW YORK - CHICAGO - DETROIT - SAN FRANCISCO - HOLLYWOOD - MONTREAL - TORONTO | 
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